$43,500,000 Was 
General Foods’ 
‘51 Ad Outlay 


Igleheart ‘Really Amazed’ 
That Advertising Costs 
Were Only 7% of Sales 


New York, July 24—General 
Foods Corp., always an innovator 
in corporation matters, last week 
uncovered a new fact for its stock- 
holders. The amount of its adver- 
tising expenditures in 1951 was 
$43,500,000. 

Austin S. Igleheart, GF’s presi- 
dent, pointed out that the expendi- 
ture was apportioned among more 
than 50 products, that it includes 
“magazine, newspaper, radio and 
TV costs, and service expenses of 
advertising agencies, sampling op- 


Hayes Co. Sells 
San Jose Dailies 
to Ridder Family 


Sr. Pau, July 25—After several 
months of negotiations, Northwest 
Publications Inc. has purchased the 
Mercury and News, San Jose, Cal., 
from Hayes Co. at an undisclosed 
price. 
Joseph B. Ridder, now general 
manager of the St. Paul Dispatch 
and Pioneer Press, will publish 
the San Jose papers when the sale | 


der is the son of B. H. Ridder, 
president of Northwest Publica- 
tions. 

The San Jose Mercury, a morn- 
ing paper, has a daily circulation 
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D-F-S Drops 


Shasta for New 
Hudnut Product 


At Least That Appears 
the Case as It Takes 
on Another Permanent 


New York, July 25—AA learned 


becomes effective Aug. 1. Mr. Rid- today that Dancer-Fitzgerald-Sam- 


ple will be named to handle a new 
home permanent being readied by 
the Richard Hudnut division of 
Warner-Hudnut Inc. 

But Hudnut officials refused to 


“DOLE HAWAIIAN HARVEST: 


SEPTEMBER HARVEST—Hawaiian Pineapple Co. will use this poster—based on a 

spread in Life Sept. 22—as part of a fall campaign. Pages and half pages in maga- 

zines, many newspapers ond a variety of point of sale aids are planned. N. W. Ayer 
& Son handles the Dole Hawaiian account. 


of 32,961; the evening News, 36,047, confirm or deny, saying only that 
according to Standard Rate & Data.| D-F-S has been handling one of its 


|Combined Sunday circulation of! products for some months (Tru- 


both papers is 53,620. \tint) and “undoubtedly will get 
other business as time goes by.” 

® Other publications owned by the} 

Ridder interests include the New|® Last week Hudnut tossed a press 


erations, and special inducements 
to consumers and so forth.” 


York Journal of Commerce; the 
Dispatch and Pioneer Press; Du- 


luncheon here to deny “persistent 
rumors” that it intended bringing 


(Just for comparison’s sake, the 
total expenditure of General Foods 
as reported by the Bureau of Ad- 
vertising, ANPA, and Publishers 
Information Bureau in 1951 was 
$27,682,394.) 


s “We know of no better and more 
efficient way of selling our prod- 
ucts to consumers than by adver- 
tising,” Mr. Igleheart said. 

He went on to say that the gro- 
cery store’s function is now one of 
making a wide range of products 
available to consumers, with less 
emphasis on promotion of certain 
brands in preference to others. 
This, he said, makes it necessary 
for the manufacturer to acquaint 
the public with his products and 
keep them interested so that they 
will pick his products off the shelf. 
“The best direct contact we have 
with consumers...is through ad- 
vertising.” 

Further, the GF president said, 
advertising costs per dollar of net 
sales have declined steadily. 

In 1951, GF’s advertising costs 
were 6.9¢ on each sales dollar (in 

(Continued on Page 60) 


TV Set Makers Preparing for Fall Sales; 
Three Are Bidding for Low-Budget Buyers 


New York, July 25—The tele- 
vision receiver sales battle for fall 
was beginning to shape up this 
week as manufacturers introduced 
their new lines. 

Allen B. DuMont Laboratories, 
which hitherto has battled to keep 
prices up, made its first bid for 
the low-budget buyers with a 17” 
table model tagged at $199.95. Syl- 
vania Electric Products also en- 
tered this price field for the first 
time, with a distributor showing of 
32 models ranging from $199.95 to 
$649.95. 

Magazines, Sunday supplements 
and television and newspapers will 
receive heavy play in Sylvania’s 
fall advertising campaign for ra- 
dio and video sets. Starting in 
October, copy will appear in Life 
and The Saturday Evening Post. 
Full-color pages and spreads will 
be used. The American Weekly, | 
This Week Magazine and color 
gravure sections in other cities 
will comprise the Sunday supple- 
ment list. 


| 


3-to-1 and Sound Off Dealer Clubs 
Give Chesterfield Added Publicity 


24—-Retailer 
long way in 


New York, July 
cooperation goes a 


Off Club, made up of dealers who 
sell more Chesterfield cigarets 


helping to boost sales. One good|than any other brand. The com- 


way to inspire a dealer to go all) 
out for a product is to see that he| 
gets public recognition for a job| 


well done. 


This seems to be the underlying | 


philosophy behind Chesterfield’s 
mushrooming dealer clubs. In New 
York, where Liggett & Myers To- 
bacco Co. claims a wide lead over 
the competition, and in Boston, 
where Chesterfield’s position is 
said to be strong but not so pre- 
ponderant, the name is Three-to- 
One Club. Qualification for mem- 
bership is implicit in the name: 
Retailers who report sales of three 
packs of Chesterfields or better to 
one of any other brand are eligible. 

This club’s counterpart in Chi- 
cago and Los Angeles is the Sound 


pany isn’t doing quite well enough 
for a three-to-one promotion in 
these cities. 


# It all started, more or less by 
happenstance, last year when Cun- 
ningham & Walsh was experi- 
menting with methods for varying 
the commercials on the Giants’ 
baseball broadcasts over WPIX 
(TV) and WMCA, New York, and 
a few nearby stations. Dealers 
with outstanding sales records for 
Chesterfield were interviewed be- 
tween games by Russ Hodges and 
Ernie Harwell. Many of them re- 
ported a standing of three to one 
over the next brand. 
The result: formation of a 
(Continued on Page 50) 


Last year’s Halolight (“the or- 
iginal frame of light that’s kinder 
to your eyes”) will be continued. 
This year Sylvania will plug it 

(Continued on Page 8) 


Democrats Propose 
Control of Political 


Ad Expenditures 


Cuicaco, July 24—The Democra- | 
tic platform adopted in convention | 
yesterday includes a plank calling | 
for full disclosure of campaign ex- | 
penditures, including political ad-| 
vertising. 

The plank, headed “Democracy 


luth Herald and News-Tribune; the |Out a non-neutralizing home per- 
Herald, Grand Forks, N. D., and, manent. It was said the non-neu- 
the American-News, Aberdeen, | tralizing method of home waving 
S. D. The Ridders also own a sub-|doesn’t save time and that 


stantial interest in the Seattle | “quickie” permanents give inferior 


Times, and Station WDSM, Duluth; | (Continued on Page 4) 
KSDN, Aberdeen; KILO, Grand 
Forks; half interest in Mid-Conti- Affiliat CBS 
Ridder-Johns, national newspaper es, 
representative concern. - ~ — 

Joseph Ridder, one of eight sons Still D 
of Bernard H. Ridder who now ISCUSSING 
heads the family organization, is 
ing the Dispatch and Pioneer Press. 
All seven of his brothers are also| New York, July 25—The how 
active in the company. much and how soon rate cut talks 
_ The San Jose Herald was bought | between CBS radio executives and 
in 1900 by E. A. Hayes and J. O./the special affiliates committee 


nent Radio & Television Inc., and 

32 and was promotion manager of | R 

the Duluth publication before join- | ate ropiem 
Hayes, and the Mercury was ac-| continue. 


eee rf — ma ag 2.) These discussion meetings have 
ystus L. Hayes an aro: -| been going on for three weeks— 
ctinaties sauaeee ot ab ae Hayes, sons of the early publishers, usually two or three days out of 
campaign expenditures in elections to became co-publishers of the prop-|the week—ever since the affili- 
federal office, including political adver- erty, which expanded into the) ates’ call-to-arms session against a 
tising from any source. afternoon field in 1942 with the} drastic nighttime rate decrease 
This plank also recommends that purchase of the evening News) (aa. July 7). 
Congress study methods of im- from the heirs of G. Logan Payne. | This week’s sessions ended early 
proving methods of nominating The purchase of the newspapers by | when some of the broadcasters had 
and electing Presidents and ob- the Ridders was negotiated by Vin-| to leave to make other appoint- 
taining wider public participation cent J. Manno, New York newspa-| ments. But the network’s top 


in Federal Elections,” reads: 


in Presidential nominations. per broker. | strategists and the group of sta- 


Last Minute News Flashes | 
Lee Hats Sets Straw Hat Promotion | 


New York, July 25—Frank H. Lee Co. plans “the industry’s first | 
complete merchandising and promotion plan” on straw hats begin- | 
ning in February, 1953. A newspaper campaign, using 1,000-line ads | 
in an initial list of 10 papers, will “follow the sun” as the straw | 
season begins in various parts of the U. S. Four 4-color pages are 
scheduled for Esquire. Cooperative newspaper advertising is expected | 


in 50 to 60 cities. Grey Advertising Agency is handling. The drive 
“could increase” national straw hat business “by at least another 20%.” 


Firestone Foamex Drive to Break in ‘SEP’ 


New York, July 25—Firestone Tire & Rubber Co. will break its 
fall advertising campaign on Foamex mattresses with a spread in full 
color in The Saturday Evening Post Aug. 23 and a full-color page in 
Life Sept. 8. Five other ads will be used in these magazines through 
November. Grey Advertising Agency has the account. 


D-F-S Names Bean to Head P&G Media 


} 


New York, July 25—Richard Bean, formerly director of media at 
|Pedlar & Ryan, has joined Dancer-Fitzgerald-Sample as director 
all Procter & Gamble media. 

(Additional News Flashes on Page 61) 


of 


tion men, headed by George B. 
Storer, president of Storer Broad- 
casting Co., will re-convene Tues- 
day in Chicago. 


# On Thursday, Mr. Storer said 
there was some evidence of prog- 
ress, “though we are not in agree- 
ment as yet.”” CBS Radio division 
officials had no comment on this 
problem, with which they have 
been wrestling for several months. 

At midweek there was a pub- 
lished report that the way had 
been cleared for fall time cost 
adjustments when an NBC ex- 
ecutive agreed in effect to go along 
on a 25% evening, cut and 20% 
daytime increase, if the affiliates 
could sell CBS on the formula. As 
the story went, a station owner 
with affiliates belonging to both 
networks had obtained this under- 
standing from Frank White, v.p. 
and general manager of NBC’s 
radio and TV networks. 

Later, Mr. White denied the 


(Continued on Page 57) 
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$1,000,000 Cobbs Country Store 
Should Make Shopping a Pleasure 


Miami, July 23—Henry Cobbs 
is a philosophical merchandiser 
and staunch advocate of the theory 
that, if you can’t get your product 
to the _ public, 
bring the 
public to your 
product. And he’s 


gambling more 
than $1,000,000 
on the theory. 
On or about 
Nov. 15, he ex- 
pects to open the 
Cobbs Country 
Store, on North- 
east 79th St. next | 
to the Florida Weary Gaps 


East Coast Railroad, in the heart 
of Dade County—the very first 
store of its kind in the eastern part 
of the country. 

Mr. Cobbs says the idea for the 
store was conceived four years ago 
after he had made many visits to 
the famous Farmers Market in Los 
Angeles. He explained that his 
country store would be like the | 
California shopping center, with | 
one important addition: “We are 
going to glamorize our center and 


dd a touch of rural early Ameri- 
n atmosphere.” 


@ This is being done, he added, | 
Pp the belief that shoppers “like | 
% go to such a shopping atmos- | 
ere instead of the established 
e of supermarket or orthodox 
bd center which is nothing | 
more than a group of stores in an | 
a where parking is convenient.” | 
The interior and exterior of the 
bbs center have been designed 
ong country-style, homespun | 


lines. Free parking space will be 
available for 1,000 cars and there 
will be outdoor seating facilities 
for shoppers to dine or lounge. 


@In keeping with the bucolic 
theme, the landscaping will in- 
clude a large windmill, water 
wheel and duck pond, silos and a 
wishing well. Contributions to the 
well will be turned over to local 
charities. Public comfort stations, 
drinking fountains, a branch post 
office and telephone booths will 
give the country store a modern- 
izing effect. 

Within the store itself, there will 
be 80 shops, or stalls, each owned 
and operated by private individ- 
uals on a fixed rental basis. Mr. 
Cobbs said the center will offer 
merchants such advantages as co- 
operative advertising under one 
sponsor and a “personality” which 
lends itself to easy promotion. Each 
shop will have not less than 16’ 
frontage by a minimum of 16 
depth. 


es Mr. Cobbs estimates that the 
various businesses in the store 
should gross not less than $4,000,- 
000 during the first year and not 
less than $10,000,000 within five 
years. 

“Our standards will be high,” 
he said, “for I will insist that the 
merchandise to be sold will be of 
the best, but at prices within the 
reach of the average consumer.” 

Mr. Cobbs disclosed that $24,000 
has been set for the initial ad 
budget, with the major portion 
going into newspapers and the re- 

(Continued on Page 6) 


Mexican Publishers Aroused by Increase 


meena Crry, July 23—Life’s an-, 
neement that it plans a new 
Spanish-language edition begin- 
ning next Jan. 1 has apparently 
stirred Mexican publishers to seek 
Ways of clamping down on foreign 
publications. 

W. S. magazine representatives 
h@re believe Mexican publishers 
“are afraid they'll lose advertising 
revenues as the circulations of! 
foreign books climb. 

A group of Mexican publishers, 
protesting to Finance Minister Ra- 
mon Beteta, was reportedly told, 
that Sr. Beteta suggested an ad-| 
vertising tax as one way of re-| 
ducing the circulations of non- 
Mexican periodicals. 

The major magazines coming in- 
to Mexico from the U. S. currently 
are the Reader's Digest Selecciones, 
with a monthly circulation of 
250,000; Popular Mechanics, with 
40,000; Vision, with more than 
20,000, and a number of technical 
magazines published by McGraw- 
Hill and other houses. 

By comparison with these circu- 
lations, none of Mexico’s five lead- 
ing weeklies has more than 10,000 
circulation. 

| 
eA few weeks ago, the Cuban 
Assn. of Newspapermen announced 
its “most resolute and determined 
opposition to the continued toler- 
ance of this illegitimate penetra- 
tion in Cuba of these foreign pub- 
lications.” 

Meanwhile, in New York, a rep- 
resentative of McGraw-Hill said 
the publisher was asking its Mexi- 
co City representative to investi- 
gate the situation. The company 
has four technical, Spanish-lan- 
guage magazines going into Mexi- 
co, with a combined circulation of 
about 10,000. 

A spokesman for Life Interna- 
tional said he felt there “is not too 
much cause for alarm” in the Mex-_ 


in Foreign Magazines’ 


Circulation Gains 


ico situation. He said various 
forms of “reprisal” had come up 
before in Latin American nations 
but that they had died out. 

He said that the presence of U. S. 
publications in Latin America has, 


{in the past, aided the advertising 


and general business of native 


publishers. 


Distribution Often 
Wrongly Considered 
National: Schindler 


Sr. Lovis, July 22—Alfred 
Schindler, prominent sales coun- 
selor, told the St. Louis Advertis- 
ing Club last week that the term 
“national distribution” is a mis- 
nomer as used by many companies 
in their advertising. 

Mr. Schindler, who is president 
of the sales counseling firm bear- 
ing his name, said: 

“No company can _ truthfully 
boast of national distribution un- 
less and until every prospective 
buyer—regardless of where he 
lives—can readily obtain tne prod- 
uct at his local source of supply.” 


® In his talk Mr. Schindler stressed 
the importance of new markets 
and new products to meet the stif- 
fer competition in business. It is 
important, he said, for each com- 
pany to strengthen its distributor 
organization. 

Mr. Schindler also advised ad 
managers to use their budgets to 
establish new avenues of distribu- 
tion and not regard this responsi- 
bility as belonging solely to the 
sales manager. 

Other recommendations made 
by Mr. Schindler were paying 
more attention to product and 
package design and closer coop- 
eration between the sales and ad- 
vertising managers. 


COUNTRY STORE IN MIAMI—These are 


ketch. 


of the sh center being built 


reese 


by Henry Cobbs. At the top is a row of stores, or booths. The bottom sketch shows 
the courtyard which will be part of the center. 


TV-Movie Alliance Far Off: Schary 


Ho.t.tywoop, July 22—Dore 
Schary, v.p. in charge of produc- 
tion and studio operations for 
MGM, told the Hollywood Adver- 
tising Club yesterday that there 
will be an eventual alliance be- 
tween TV and motion pictures— 
but not in the foreseeable future. 

“Television is a wonderful 
thing,” he said, “and here to stay.” 
He added that ten years from now 
television will be doing “fine” and 
so will movies. 

Mr. Schary declared that right 
now television cannot hope to 
match the “giant entertainment” 
offered by the motion picture in- 
dustry. In fact, the Metro-Gold- 
wyn-Mayer executive said it is 
his opinion that television will 
never match this entertainment 
except through motion picture pro- 
duction. 


s Mr. Schary did not deny the ex- 
istence of strong competition be- 
tween TV and the movies, but he 
pointed out that “competition does 
not mean destruction.”’ While pre- 
dicting a future merger of TV and 
movies, Mr. Schary said he could 


he defended movie ads with the 
declaration that Hollywood is not 
unique in its use of exaggeration. 
Asking if Hollywood was any 
worse than other advertisers, Mr. 
Schary cited the following ad 
headlines from current magazines: 

“Sensational new iron.” “Amer- 
ica’s best-tasting laxative.” “Men 
leave home happy because of Rice 
Chex.” “Makes you feel like new.” 

In Mr. Schary’s opinion, all ad- 


| vertising is equally guilty. “This is 


not say how or when this will take: 


place. 

Answering a question about a 
meter system of payment for tele- 
vision pictures, Mr. Schary re- 
ported that experts tell him it can- 
not come about for a long, long 
time. The expense of setting up 
such a system is not known, he 
pointed out. And he added: “Any- 
one who has ‘ried to get a line 
cleared for New York, or gotten a 
busy signal denoting that a whole 
exchange is busy at that moment, 
must wonder about the use of tele- 
phone lines.” 


@ Mr. Schary 
not permitted 
vision for two 
a legal one th»! 
settled in futu: 
the guilds. Th: 
control. 

“We are convinced from watch- 
ing personalities on television, that 
many are making a big, big mis- 
take,” Mr. Schary said. In the past, 
he explained, MGM has learned it 
can maintain the prestige, reputa- 
tion and power of a star by spacing 
appearances. He cited Clark Gable 
and Spencer Tracy as examples. 

Also, continued Mr. Schary, per- 
sonalities are “liable to get the 
worst of it.” He pointed out that 
camera angles, lighting and cut- 


id MGM stars are 
‘o appear on tele- 
asons. The first is 
may have to be 
negotiations with 
second is that of 


|ing director. 


ting are not yet the equal of mo-| 


tion picture techniques. When 
asked about the Ford Foundation 
films being made by Columbia, Mr. 
Schary said he couldn’t see how 
Columbia could turn out half-hour 
films at the price they are getting, 
when a “good” half-hour film costs 
“anywhere from $35,000 to $70,- 
000.” 


Touching on advertising, “the 


a big country,” he said, “with big 
sales power, and advertising will 
change as the mind of the country 
changes.” 

To those who are making “sad- 
eyed” predictions about the movie 
industry, Mr. Schary pointed out 
that the gross rental of pictures is 
not only up, but potentials are 
greater than ever. There have been 
more big grossers in the past five 
years than in the 45 previous years, 
he said. On the other hand, Mr. 
Schary said, there is a great need 
in Hollywood for elimination of 
waste, so that costs can be cut and 
profits can be more consistent with 
grosses. 


Gibson Joins Geyer 
as Marketing Chief 


New York, July 22—Geyer, 
Newell & Ganger moved a step 
closer to restaffing the agency 
after the exodus of people bound 
for Lennen & Mitchell this week, 
hiring George R. 
Gibson as mar- 
keting director. 

Mr. Gibson was 
previously mer- 
chandising man- 
ager for Walt 
Disney Produc- 
tions, and earlier 
was with Bucha- 
nan & Co. as ac- 
count executive 
and merchandis- 


George Gibson 


In the past fortnight, GN&G has 
hired Arthur Duram, ex-A.C. Niel- 
sen and former media director of 
Lever Bros. Co., as media direc- 
tor, and Harold H. Jaeger, former- 
ly with the Can Manufacturers In- 
stitute, as general manager and 
V.p. 
At least two of the 23 people 
originally named as making the 
switch from GN&G to Lennen & 
Mitchell (AA, June 9) aren’t going. 
Margaret T. Ford of the media de- 
partment and Martin Koehring, 
group copy director, have elected 
to stay at GN&G, the agency said. 


Promotes Reynolds to A. M. 


John G. Reynolds, with the sales 
force for the past 12 years in the 
Nibroc towel division covering the 
New England territory, has been 
promoted to advertising manager 
of Brown Co., Boston, and its Ca- 


great American field of hypnosis,” | nadian subsidiary, Brown Corp. 
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One Strike Settled, 
Tacoma Newspaper 


Runs into Another 


Tacoma, Wasu., July 22—Shut 
| down for 14 weeks by a strike of 
pressmen, the Tacoma News Trib- 
une reached a settlement with the 
pressmen late last week, only to 
|run into a new strike this week 
| called by the American Newspa- 
per Guild. 

The News Tribune is the only 
| daily in this city of 143,000 per- 
| sons. The last regular issue was 
April 12. 

Agreement with the Pressmen’s 
Union (AFL) came Friday night 
with announcement by George F. 
| Russell, business manager of the 
daily, that the union had accepted 
| management’s offer of a $5 a week 
raise. Pressmen had been receiv- 
ing $2.874% an hour. At the time 
of the strike, the paper offered 
$2.95 but pressmen demanded 
$3.10. The $5 weekly increase 
makes the wage approximately 
$3 an hour. 


® Pickets were withdrawn by the 
pressmen on Saturday and the 
management stepped up negotia- 
tions with other unions. The press- 
men agreed to return to work 
only when the newspaper had 
reached agreement with the guild 
and teamsters, stereotypers, ty- 
pographers and mailers. 

The guild set up a picket line 
on Sunday. This strike was the 
result, Howard Clifford, unit 
chairman, said, of “management’s 
refusal to bargain with the guild 
for departments the union had 
represented.” These departments 
were inside circulation and dis- 
play advertising personnel. Mr. 
Russeli contended the guild did 
not have enough members in the 
two departments to continue rep- 
resenting them. 


Pay-As-You-Go 
Plan Adopted by 
Anthracite Seller 


PHILADELPHIA, July 22—A fi- 
nancing plan that permits the deal- 
er to pay for his coal as he sells 
it, and for the consumer to buy 
through a finance company instal- 
| ment plan, has been set up for the 
first time in the anthracite indus- 
try by Lehigh Navigation Coal Co. 

The plan is designed to stimu- 
late anthracite coal sales at all 
merchandising levels and to allow 
for movement of coal from the 
mine to the consumer without in- 
terruption because of cash short- 
ages. 

The new plan, titled “Pay When 
You Sell,” allows the dealer to 
send in a note for the invoice price 
and freight charges. The notes 
become due a year later. 


s For the consumer, Lehigh’s 12,- 
000 dealers are relieved of almost 
all details, since some 300 finance 
companies throughout the com- 
pany’s marketing area will handle 
the financing. No down payment 
will be required. 

This new plan is a permanent 
adaptation of the “Buy Now—Pay 
Next Winter” plan which the com- 
pany successfully tested last 
spring. 

Outside of explanatory litera- 
ture and a special promotion kit 
for the dealers, advertising plans 
have not yet been decided. 

Lewis & Gilman Inc. is the Le- 
high agency. 


| Orr Heads Committee 


| G. W. Orr, general sales man- 
ager of the Chicago Electric Mfg. 
Co., has been named chairman of 
the sales promotion committee of 
the electric housewares section of 
the National Electric Manufactur- 
ers Assn. Vice-chairman is John J. 
Reidy, v.p. and sales manager of 

| Casco Products Corp., Bridgeport. 
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FTC Gets Shoe 
Firms to Stop 
Using ‘Health’ 


WaAsHINGTON, July 23—In an in- 
dustrywide blitz, the Federal 
Trade Commission has forced more 
than three dozen shoe firms to 
agree to drop the use of the word 
“health” in advertising for stock 
shoes. 

The campaign is one of the most 
extensive ever conducted by the 
commission in a single industry. 

In the past, FTC has had a 
number of cases charging that 
the word “health” has been used to 
mislead consumers into believing 
that a particular brand of shoe 
contains special features. 

One of the cases, against Health 
Spot Shoe Co., Oconomowoc, Wis., 
resulted July 8 in an order which 
will force the firm to drop the 
word “health” from its ads and 
labels. The order permits the firm 
to use any name containing the 
word “health” only if it is ac- 
companied clearly and conspicu- 
ously with the words “a corporate 
and trade name only.” 


s At the same time, FTC issued 
complaints against Dr. A. Posner 
Shoes Inc., New York, and the 
General Shoe Co. Nashville, 
charging that the word “health” 


is used falsely in advertising. 
Subsequently, FTC has an- 
nounced that stipulations have 


been signed with 37 firms elimi- 
nating the use of the word “health” 
for shoes which are not specially 
designed to prevent or cure ab- 
normalities and diseases of the 
feet. 

The campaign in the health shoe 
field is the second industrywide 
sweep conducted by FTC in recent 
weeks. In early June the commis- 
sion issued complaints against 
three major manufacturers of 
hearing aids. This week, the com- 
mission announced it had reached 
agreements with three other man- 
ufacturers who have promised to 
eliminate objectionable claims 
from hearing aid ads. 

The three firms involved in the 
agreements are Maico Co., Min- 
neapolis; Otario Inc., Chicago, and 
American Sound Products Inc., 
Chicago. 


New Theme Features 
Fall Beam Campaign 


Cuicaco, July 22—‘Make Your 
Bourbon Beam” will be the fall 
advertising theme of James B. 
Beam Distilling Co. 

This new theme will be featured 
in a September-to-Christmas ad 
campaign which includes: 

1. Fifteen insertions—four and 
two-color—in Collier’s, Esquire, 
Fortune, Holiday, Look, News- 
week, Town & Country and Vogue. 

2. At least one ad a week in 360 
newspapers. 

3. Outdoor boards in major mar- 
kets and in areas with limited 
newspaper circulation. 


es Arthur Meyerhoff & Co., Chi- 
cago, the Beam agency, said the 
fall schedule is the most complete 
newspaper coverage the distiller 
has ever had, 

Jim Beam Kentucky straight 
bourbon whisky will get the major 
share of attention in the campaign. 
This brand will be featured in all 
media used. 


Cecil & Presbrey Names V. P.s 


Cecil & Presbrey, New York, 
has named James E. Clark Jr., art 
director, and Thomas P. Mahoney, 
production manager, v.p.s. Mr. 
Clark joined the agency in 1943 
and Mr. Mahoney has been with 
the -tency since its days as Frank 
Presi..ey Co. 


Single Entry on 
Gruen Fall Print 
Schedule Is ‘Look’ 


| Crncrnnati, July 23—Gruen 
|Watch Co. will try putting most 
| of its advertising eggs in one bas- 
|ket this fall. 
The Gruen print schedule calls 
|for only one magazine, Look, 
which will carry pages and spreads 
lin six issues starting Sept. 9. The 
}company will also continue spon- 
sorship of the “Gruen Playhouse,” 
a half-hour dramatic show on tele- | 
vision over 44 stations. 
The Look ads, as well as TV} 
commercials, will feature famous 
people, all fond of their Gruen 
watches. 
| 
® The Cincinnati watch maker, un-| 
der fire from the Federal Trade! 
Commission some months ago for | 
offering bigger ad allowances to) 
large dealer purchasers (AA,| 
March 31), has also announced a 
“new, more liberal cooperative ad- 
vertising plan.” Under the plan, 
Gruen will pay half a jeweler’s 
space and (or) time costs, “pro-| 
viding the total cost does not ex-| 
ceed 20% of the jeweler’s Gruen | 
watch purchases for the year.” 
This is apparently the revision in} 
computing advertising allowances | 
which the FTC ordered Gruen to) 
make last March. | 
Jewelers will also receive free | 
displays, mewspaper ads, post 
cards, folders, suggested radio and 
TV spots, streamers, etc., to tie 
in with the Gruen fall-Christmas 
promotion. 
McCann-Erickson, New York, is 
Gruen’s agency. 


Americans Spent 
$9 Billion for 
Spirits in 1951 


WasHINGTON, July 23—Ameri- 
cans stepped up their spending for 
alcoholic beverages in 1951 by 
nearly $400,000,000, according to| 
the Department of Commerce. 


beverage sales, 
said expenditures totaled $9,150,- 
000,000 in 1951, compared with $8,- 
760,000,000 in 1950. 

Expenditures for spirits were) 
$4,180,000,000, an 8% increase. 
Beer expenditures were $4,490,-| 
000,000, an increase of 3%. 

Wine sales were off, totaling} 
$480,000,000, compared with $510,-| 
000,000 in 1950. | 

Of the $9,150,000,000 spent Tor 
alcoholic beverages, more than $3 
billion went to federal, state and 
local governments in the form of 
taxes. 


the department!) 


WFEC Changes Programming 


WFEC, Miami, has switched to 
a policy of all-Negro program- 
ming. Since its opening in April, 
1949, the station has carried a 
general program schedule, with 
heavy emphasis on a three-hour 
afternoon disc jockey program 
known as “The Ebony Express.” | 
The success of this program with) 
the 85,000 Negro listeners in the 
Greater Miami Area decided the | 
station to make the programming | 
change. 


Ettinger Co. Appoints Two 

Ettinger Co., Hollywood public 
relations consultant, has named 
Wayne Clark, formerly assistant 
to the editor of Good Housekeep- 
jing, beauty fashion coordinator. | 
| Before joining GH in 1947, she was) 
a staff writer on Glamour. The 
|agency also has named Sam Blake 
head of its radio and television de- 
partment, with headquarters in 
New York. 


Goddess Bra to Gilbert 


Goddess Bra, Cambridge, Mass., 
has appointed Gilbert Advertising, 
New York, to handle its advertis- 
ing. Magazines, newspapers and 
Sunday supplements will be used. 


_ A challenge to women who would 


‘Sears Can't Grow 
Here: Moves into 


never dream of serving margarine Canadian Markets 


Lever Brothers defy you to tell the difference between 
Goop LUCK margarine and you-know-what 


FAVE us face it. We knew dozens 
I Jl women who wouldnt put 


margarine on the tables tor all the 
tea m China. 

We den t blame these peri kety 
peuple, now one bit, As a matter of 
fact, our own wile axl to be the 
same way. Her prejudice against 
margarme dated hack to her child 
houd, when she was given oltfash 
romed oloo. Tt was unade of heet-tat 
and tasted pertertly awt 

Last week she tasted aur new goul 
ep Goup Lica. To tell vou the truth 
she had to taste ot, berause we won h for 


Lever Brothers and our wile knows 

whieh side her bread is margarined 

on. Our consent was flabbergasted 
Here, 


she sais!, "is something to 


After dimmer we let the cat out of 
the hag. Nobody could beleeve that 


Pastevrized Milk 
We ack! thousands of gallons of the 


they had been cating mergarmne Gace dite tlt te Guo Lvs. We 
They had been taken in. completely 40) put shout 15,008 waits of Vite 
and abuolusely, every — Pek of nin Ain every goklen pound «lich 
them, And they donde is more than you get in thirty glasses 

We made eight comverts 1¢ GOOD ot Grace A milk. More than) you get 


Lock that might 
Top Secret Research 


nak up vour 


Tesistamer ¢ f vou have 
The tade stary behind this new 
childven, our Vitamin A will make 
Goon LUCK bh absolutely Gascmmating 
them stromget 
Lever Brothers set out to procuee 
ft shard te think of amy thing vou 
amargarome whe bc ould held its own " 
could give children ich would do 
with know wha: \ aungarine 
P . them more goud, A fing to the 
which the mest snobbish feeders 
dectors, Goow Lox 5 thes about 
would be happy to gobble on the 
twice the energy of beehweak 
Crumpet. Vinargarne which would 
be indistinguishable — even when 


{entation after a five-month study 


be proud of TL would newer have — mctved for lobster of artichokes. In 
known that ot wes margarme. This short, a fable margarine 
stud sin a claw by ipell From pow It tank fourteen years of top secret 
on, anvone whe pays cxbhty cents a research to de this trick 
pound is a dope.” And so forth, for The actual fever of Goow Lock 
half an heur was achieved by adapting a remark 
a, a ee able technique dixnered at a fe 
mats State College of \gricultare in 
That night we gave a dinner party. ihe trem belt, As a matter of fact 
We filled ow: lathe French crooks “ 
at. of oer ingrechents come trom 
with Goow Lock, and printed them \ajcrican (arm. There is neahi 
, es 
withaniique mats like you we here, svnthetic” shout Gave LUCK. 
Formers’ Wives Switch 
We never expected vo se farmers Seve 30¢ « Pound 
with to margarine We theaghs ‘Take out word for it, Goow Luce is 
they would be the fast te wee the in a class by itself, really asid eruly, 
ligt One beee, and you will get over your 
Rat the uly astonishing Lact is expensive prepedice agarst marge 
this: im those mural areas where we rine 
have already introduced Goon Lock We know a Greenwich child who 
in @ quniet was sands of Larmens sat down and ate a quarter of a 
wives are new serjing this new gold pownd of Goow Lock straight.) 
en glory at every meal. Even their Gooo Lock will eve you as mech 
husbands can't tell the diflerence asf cents a pound —cnough i give 
Believe iar not, Amerkan Gm SEW YORKER subsriptions we all + 
They looked very chic—more chig ers ave now eating almost as wmch — your best friends 


than ansthing cle on our table, in- 
fuding the family Lowestoft 


re wives. 


s city folks Shrewd souls, 


In the words of our wile, dow t be 
a dope — get Goow Lock. 


OUT OF ITS CLASS—In this unusual copy in The New Yorker, Lever’s Good Luck 
margarine makes an appeal to a market not usually sought out by margarine makers. 
The objective is to make margarine “‘socially acceptable,” rather than merely a poor 
man’s substitute for you-know-what. The agency is Hewitt, Ogilvy, Benson & Mather. 


Home Freezer Firm Estimates Food Plans 
Taking $30,000,000 from L. A. Grocers 


Los ANGELES, July 22—A new) 
study of the freezer-food plan re- 
ports that Los Angeles food stores 
stand to lose up to $29,900,000 
worth of business in 1952 because 
of the food clubs. | 


This estimate is contained in a's In the past year and a half, he) 


study just published by Gough | 
Industries Inc., distributor of In-| 


In an annual study of alcoholic | ternational Harvester and Uprite’' Angeles homes. 


home freezers. J. K. Connell, sales | 
counselor of Gough’s major prod- | 
ucts division, prepared the pres- 


of freezer-food plan operations. 
Mr. Connell’s study is a re- 
strained, highly factual report on 
the food plan situation in the 
greater Los Angeles area. Unlike 
other previously published studies, 
this one is not intended for the 
appliance dealer. It does describe 
the inner workings of a food plan, 
but it is written expressly for the 
operators of food markets. Copies 
of the Gough report already have 
been sent to executives of the 
Safeway and A&P chains. 


@ Mr. Connell tells the food mar- 
ket retailer that he actually has 
only three alternatives. One, he 
can disregard the food plan and 
“run the risk of mounting loss in 
sales volume.” Two, he can ac- 
tively oppose the plan “and risk 
making the fatal psychological 
mistake of refusing to sell food to 
the housewife in the way in which 
she wants to buy it”; in this re- 
spect, the retailer also will be| 
opposing all freezer makers and 
frozen food packers. The third and 
best choice, according to Mr. Con- 
nell, is for the food market to 
“convert this new design for re-| 
tail food buying to its own end| 
by integrating a food plan opera- | 
tion into its present marketing ac- | 
tivities.” Mr. Connell then de-! 
scribes in detail how a market can | 
set up a food plan that would be) 


| simple and profitable to operate. | 


In the last nine pages of his! 
study Mr. Connell presents some 
provocative statistics and notes 
for the food retailer to ponder. It 
is here that he makes his esti- 
mate of the $29,900,000 food busi- 
ness Los Angeles-stores stand to 


lose this year. Mr. Connell shows 
that this prediction is based on 1950 
statistics of food sales and current 
information on the freezer-food 
business. 


points out, 80,000 freezer-food 
plans have been delivered to Los 
The Rich Plan, 
which is the most successful on the 
Wesi Coast, is now delivering 2,- 
500 freezers per month and sell- 
ing—through locker plants and 
provision houses—$625,000 worth 


| of food each month. This food vol- 


ume, Mr. Connell stresses, is “a 
total loss to Los Angeles food 
stores” and it still doesn’t include 
the business done by the many 
smaller plans in the area. 

An interesting point made by 
Mr. Connell is that housewives 
who have freezers list “conven- 
ience” as the most important fea- 
ture of the appliance. The; place 
“better food” second, with “money 
savings” coming in a poor third. 
Mr. Connell said he learned of 
these attitudes “from conversa- 
tions with a financial institution 
which has had a great deal of ex- 
perience in handling freezer-food 
plan paper over a period of two 
years.” 

In telling the food markets that 


the freezer-food plan is here to | 


stay, Mr. Connell reminds them 
that “the owners of the old-fash- 


|ioned grocery stores were in turn, 


amused, annoyed, exasperated and 
finally put out of business by that 
then-upstart, the supermarket.” 
He warns that the same thing 
could happen here, “Those mar- 
kets who refuse to join this new 
trend,” writes Mr. Connell, “may 
suddenly wake up too late to the 
fact that their ‘paying guests’ are 
conspicuous by their absence.” 


NARTB Promotes Treynor 


William K. Treynor, assistant di- 
rector of station relations depart- 
ment of the National Assn. of Ra- 
dio & Television Broadcasters, 
will take over the job of western 
representative for the department 
on Aug. 15. He will make his head- 
quarters in San Francisco. 


Toronto, July 23—Sears, Roe- 
| buck & Co., which sadly announced 
in its annual report last March 
| that taxes have dampened its plans 
|for domestic expansion, has cho- 
| sen another way to spread out. 
| The world’s largest mail order 
| house has joined forces with Simp- 
| sons Ltd., second largest Canadian 
| mail order and retail chain, in the 
| formation of Simpsons-Sears Ltd., 
}/to be owned equally by the two 
| parent companies. 
| Sears, which has no retail stores 
|in Canada at present, will expand 
|the established mail order opera- 
tion of Simpsons and will start 
new retail stores in many loca- 
tions throughout the dominion. 
Construction of the new outlets 
will begin as soon as steel supplies 
are available. 


# Simpsons’ five department stores 
in Toronto, London, Montreal, Re- 
| gina and Halifax are not affected 
by the deal, Its mail order opera- 
tion consists of businesses in To- 
ronto, Halifax and Vancouver, 
with order offices in 270 Canadian 
cities. Net sales of Simpsons last 
| year were approximately $180,- 
000,000. 

More than 85% of the goo 
sold through Simpsons-Sears wi 
| be produced in Canada, accordir 
|to the joint announcement of th 
new company from Gen. Rober 
| E. Wood, board chairman of Sears 
and E. G. Burton, president of 
Simpsons. Mr. Burton will bes 
|come president and chief execu 
|tive officer of the new concer# 
‘after Jan. 7, 1953, the effective 
date of the transaction. 


Later Closing of 


Stock Exchange 
Affects Dailies 


New York, July 22—Evenin 
newspaper readers stand to los 
by the New York Stock Exchang 
decision to extend weekday trad 
ing sessions to 3:30 p.m. 

Some newspaper editions whic 
now carry closing quotations will 
not run quotations at all, or they 
will carry only partial lists. Few 
papers intend to delay their press 
times for the later closing. The ex- 
change moves from a 3 p.m. to a 
3:30 p.m. closing after Sept. 29. 
Saturday trading sessions will not 
be resumed after the summer. 


® The Philadelphia Evening Bul- 
letin, however, plans to delay the 
closing time of its third edition to 
4 p.m. to carry all closing prices. 
But the second edition of the pa- 
per will be moved up and readers 
of that edition will have to settle 
|for 2:45 p.m. prices. The Detroit 
| News may make similar changes. 
if Many morning newspapers may 
|benefit on two counts: Some 
| readers will buy the papers to get 
the closing quotations, and the 
| Saturday closing of the exchange 
| means they will-not have to use a 
page of the Sunday paper for the 
Saturday market. 


r A 
| Hedges Leaves FC&B 


| Mrs. Virginia Hedges has re- 
| signed as office manager of the 
| Portland, Ore., office of Foote, 
| Cone & Belding to move with her 
husband to southern Oregon. No 
successor has been named. 


Phil Gordon Names Brighton 


William Brighton, formerly in 
the advertising department of the 
Fair Store, Chicago, has been 
named assistant production man- 
ager of Phil Gordon Agency, Chi- 
cago. 


| 
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WE BOUGHT PFS Drops 
HADACOL Shasta for New 


(The Bulletins, That is!) Hudnut Product 


SPACE BUYERS, ADVERTISING | (Continued from Page 1) 
MANAGERS, AND SALES MAN- | curls, when they curl at all (AA, 
AGERS HAVE THE OPPORTUNITY | july 21). 
TO ACQUIRE THE USE OF THE) 
EXCEPTIONALLY FINE PAINTED |» Earlier in the week, Procter & 
BULLETINS. CHOICE MAJOR AR- Gamble had disclosed that the ad- 
TERIAL HIGHWAY COVERAGE IN vertising of Shasta cream shampoo 
EAST TEXAS, LOUISIANA, MIS- had been shifted from Dancer- 
SISSIPPI, ALABAMA, AS WELL Fitzgerald-Sample, which had han- 
AS PARTS OF FLORIDA AND dled it from its introduction, to 
ARKANSAS. | Biow Co. P&G said merely that the 
move came “because of a possible 
350 BULLETINS IN ALL. | conflict between Shasta and other 
COMPLETE INFORMATION ON | brands which that agency han- 
REQUEST. dles,” and it confirmed that D-F-S 


MORIARTY ourvoor 


ADVERTISING CO., INC. 
P.O. BOX 1924, BATON ROUGE, LA. | 


(which a fortnight ago was named 
to handle Bab-O by B. T. Babbitt) 
would continue to handle P&G’s 
Oxydol and Dreft. 

Shasta has had comparatively 


| 1952, P&G spent $12 
|in magazines. Newspaper figures 


romotion in re- 
/ in newspapers 
2,000 in maga- 
t five months of 
9,000 on Shasta 


little advertisin; 
cent years ($2,! 
in 1951, and $ 
zines). In the fi 


are not available. 
It looked to 
D-F-S might have traded in a 
product which did not show evi- 
dence of enthusiastic advertising 
support for a new account and a 
product to be pushed heavily. 


Keeney Promotes Burnam 


Cc. M. Burnam Jr., editor of 
Heating, Piping & Air Condition- 
ing, has been promoted to edi- 
torial director of Keeney Publish- 
ing Co., Chicago. He will supervise 
and direct editorial policies and 
organizational details of the two 
Keeney publications, Heating, Pip- 
ing & Air Conditioning and Ameri- 
can Artisan. 


|Dunay Moves 


Dunay Co., New York agency, 
has moved to 381 Fourth Ave., 
New York 16. 


I was surprised to learn that 
State Farm writes more auto 
insurance than any other 
company. Who's their 


observers as if; 


Advertising Age, July 28, 1952 


CBS Radio rate discussions continued last week, and one report said 
NBC would give certain rate reductions based on what CBS 
SE iinivnd oR Ko 00b 0k bedava d «2 200s se seer enent ese Page 1 

Down in Miami, Henry Cobbs plans a $1,000,000 Country Store with 
plenty of things like wishing wells and duck ponds and silos and such 
to make shopping more pleasurable to the customers ........ Page 2 

If you didn’t see Lever’s ad for Good Luck in The New Yorker last 
week, you missed something. For those who did, this exceptional ef- 
fort to make margarine socially acceptable is reproduced on . . Page 3 


| It’s too much to hope for, but AA suggests that many admen talk too 


much when they have nothing to say and advocates that they pre 
pare themselves better for the speeches they make .......... Page 12 
“I am downstairs in the saloon. I can tell you what advertising is.” 
That's the first Albert Lasker knew of John E. Kennedy. For Lasker’s 
account of his meeting with the ex-patent medicine advertiser 
see 
Give the local agency 15% of the local newspaper rate. That's what one 
agencyman—Scott Henderson of Tucson—believes is the “quickest 
way to push newspaper rates up, up, UP.” 
Stephen Goerl, head of a small New York agency, is largely responsible 
for the fact that 200,000 Americans will visit Germany this year, 
five times the number that went over in ’49. Reason: His ad cam- 
paign on Germany, and work among travel agents, have paid off 
handsomely 
Flour buyers are loyal. AA’s fourth article by Dr. George Brown on 
“purchase profiles” for various commodities shows that 99% of flour 
buyers definitely favor one brand 
What’s with Videotown USA these days? Well, Cunningham & Walsh’s 
fifth annual study of New Brunswick, N. J., shows TV is still popular 
NE 0 Wik a 5 ae a fia 0b ack Aha drare Sud we eee aka e ake ate el Page 62 
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‘Le Mejor’ Names Otto PSI-TV Names Reiner 


advertising agency? 


It's Needham, Louis & Brorby®* 

. . the same company that launched 
"Sky King” on T V for Peter Pan 
Peanut Butter. 


* Here are the clients of Needham, Louis & Brorby... 


Cummins Engine Company, Inc Kraft Foods Company Phenix Foods Company 

Derby Foods, Inc. Macwhyte Compan, The Quaker Oats Company 
The Eagle-Picher Company Marathon Corporation State Farm Insurance Companies 
Hot soho Finance Corporation Morton Salt Company Swift & Company 

S. C. Johnson & Son, Inc. The Peoples Gas Light and Coke Company Wieboldt Stores, Inc. 


NEEDHAM, LOUIS & BRORBY, Inc. Adertising 


135 South La Salle Street, Chicago 3, illinois 


Chicago 
New York 
Hollywood 

Toronto 


Le Mejor, new Spanish version 
of the Catholic Digest, has named 
Robert Otto & Co. to handle its 
advertising in Latin America. First 


|issue of the Spanish version is 


set for Oct. 1. Advertising rates 
are based on $450 per b&w page. 
The monthly, going to all Latin 
American countries except Argen- 
tina and Brazil, will guarantee 
100,000—six months average. 


Manny Reiner has resigned as 
sales manager of Louis G. Cowan 
Inc. to become v.p. in charge of 
sales for PSI-TV, New York video 
film programming and distribution 
affiliate of Prockter Productions. 
Mr. Reiner will appoint a divi- 
sional manager in Chicago in a 
few weeks and other representa- 
tives in key markets to double the 
existing sales staff. 


LITHO BUY LINES 


by Yoknson 


2219 Galloway St. 


“Boy! This is IT! No more worries... 
with JOHNSON PRINTING handling our Litho problems!” 


WRITE, PHONE OR WIRE TODAY! 


EAU CLAIRE, WISCONSIN 


just BIG SAVINGS 


Phone 6127 
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27th of a series 


TO SELL MANAGEMENT 
YOU MUST USE 


THE HERALD TRIBUNE 


If you want to sell business leaders, talk to the men in the Herald 
Tribune Quality Market. Because 61 out of every 100 working 
males in Herald Tribune families are in business management 


... in a position to influence decisions on much of the major 
penditures in New York. 


to men who mean business in New York—NOW! 


NEW YORK LEADERS ARE 


Herald Tribune 


READERS 


61.2% 233m 15.5% 


of the male members of theNew are in Government, Small work in skilled and unskilled 
York Herald Tribune audience Business and the Professions. labor, 
are in business management. 


Statistical Source : Herald Tribune Continuing Home Study —uniquely compl. lysis ofa "s audi- 


ence. For further data, write to Herald Tribune Market Research Department, 230 West 41st St., N. Y. 36, N.Y. 
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Gayton Joins Sullivan Co. 
John A. Gayton has joined 

Daniel F. Sullivan Co., Boston, 


as an account executive. Mr. Gay- 
ton recently returned from the 
West Indies and Ceylon where he 
was resident sales and public rela- 
tions representative for National 
Paper & Type Co. 


Appoints Gregory Meir 

Gregory Meir, formerly with the 
New York advertising department 
of Montgomery Ward & Co., has 
been appointed a copywriter of 
Guenther, Brown & Bernie, Cincin- 
nati. 


$20, WORTH 


of art and layout 


ay, i 


material for only 


a Mt le $180! 
~/ CLIPPER 
Multi-Ad Services, Inc. 


set 105 Walnut, Peoria, Ill. 


THE CREATIVE ART SERVICE 


sancti Sy 


es 


pets 
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$1,000,000 Cobbs Country Store 
Should Make Shopping a Pleasure 


(Continued from Page 2) 
mainder into highway bulletins 
and radio. 

“The basic thought behind the 
country store,” he said, “is the 
simple premise that folks will pre- 
fer to go where its fun to shop. 
Actually, this idea is as old as 
the hills. For thousands of years 
people have traveled to fairs, festi- 
vals, bazaars and markets to buy 
and see the sights and have fun. 

“Our shopping center, while sur- 
rounded by a gay and almost carni- 
val spirit, will have the advantage 
over other types of retail stores 
because a relaxed shopper is al- 
ways in a shopping mood. It will 
make shopping for the family’s 
food and other needs a pleasant 
daily adventure instead of another 
housekeeping task.” 

The story of Henry Cobbs has 


a bit of an O. Henry twist. Seven- 
teen years ago he packed his ail- 
ing wife and two youngsters into 
a battered jalopy and left Brook- 
lyn, N. Y., for the health-giving 
Florida clime. A chemist by pro- 
fession, his ventures into other 
fields proved financially disas- 
trous. 


Shortly after the Cobbs’ arrival | 


in Miami, the American Legion 
descended on the city. With his 
last $10, Mr. Cobbs decided he’d 
go into business. He picked up a 
secondhand orange squeezer for 
five dollars, doled out another two 
bucks for glasses, and managed 
to cadge a couple of boxes of or- 
anges and limes on credit. He set 
up shop in a hole-in-the-wall on 
Biscayne Boulevard, and waited 
for the thirsty legionaires. 

At the conclusion of the legion 


| stay, Mr. Cobbs found himself with 

$600, and after paying his rent, 
grocery bill and for the borrowed 
fruit, still had a couple of bucks 
left. This led to him making jellies 
and preserves, which he peddled 
house-to-house and around the 
hotels. 

Today, Mr. Cobbs has a half- 
dozen retail stores and is reputed 
to be the king of the packaged 
fruit and shipping industry, doing 


a volume running to several mil-| 
|duced from 


lion dollars. 


He is undoubtedly the largest! 
individual buyer of fruit in the | 
| issue, 


state, and an important national 


Advertising Age, July 28, 1952 


‘Capper’s Farmer’ 
Page Size Goes to 
429 Lines in 1953 


Topeka, Kan., July 23—H. S. 
Blake, president of Capper Pub- 
lications, has announced that, ef- 
fective with the February, 1953, 
issue, Capper’s Farmer will change 
its page size from 680 to 429 lines. 
The page rate, b&w, will be re- 
the present $4,700 
charge to $3,900. 

Beginning with the February 
Capper’s Farmer, now 


advertiser. His paid space budget | printed on Capper presses in To- 
is well over the $300,000-a-year | peka, will be printed by the C. T. 


mark. He uses newspapers, maga- 
zines and outdoor. In addition, he 
spends more than $200,000 a year 
on brochures and color pamphlets 
that go all over the world. 


Gar Wood Acquires Stove Co. 

Gar Wood Industries _Inc., 
Wayne, Mich., has acquired 80% 
of the outstanding capital stock of 
United Stove Co., Ypsilanti, Mich 
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Dearing Printing Co., Louisville. 
Another Capper publication, 
Household Magazine, is now 
printed in the Dearing plant. 

Faster production and improved 
printing are expected to mark 
Capper’s Farmer in the new for- 
mat. A redesign of the magazine, 
keyed to the reduced page size, is 
under way. Because of greater 
speed in production, the closing 
date for four-color pages will be 
advanced to the first of the second 
month preceding date of publica- 
tion, a reduction of five days from 
the present schedule. 

The reduction in page size of 
Capper’s Farmer brings the pub- 
lication into line with other farm 
magazines. Country Gentleman 
recently announced a prospective 
reduction of page size, with cor- 
responding rate decreases, effec- 
tive February (AA, June 3). 


Magic Chef Inc. Promotes 
Trueblood to Ad Director 

Magic Chef Inc., St. Louis, has 
promoted W. T. Trueblood Jr. to 
director of advertising and pro- 
motion. He has 
been with the 
company since 
May, 1948, and 
became sales pro- 
motion manager 
in August, 1949. 
Oo Gibbons, 
advertising man- 
ager, has re- 
signed. 

The new posi- 
tion to which Mr. 
Trueblood has 
been appointed 
was created “to implement ex- 
panded sales activities, resulting 
from the development of new ap- 
pliances to be marketed in 1953 
and growing sales of the com- 
pany’s regular products,” accord- 
ing to M. W. Pender, v.p. in charge 
of sales. 


W. T. Trueblood 


McCann Adds Merck Export 


Merck (North America) Inc., 
export subsidiary of Merck & Co., 
Rahway, N.J., has appointed the 
international division of McCann- 
Erickson, New York, to handle its 
advertising. Robert Otto & Co., 
New York, is the previous agency. 


Bartlett Joins Chirurg 

William L. Bartlett, formerly 
with Mergenthaler Linotype Co., 
Brooklyn, has been named copy di- 


}rector of James Thomas Chirurg 
| Co., Boston. 


Topper 


t is estimated that Direct Sales in 


I 
| 1952 will TOP seven billions of dollars. 


BILLIONS, that is—not millions. In spite 


_of this fabulous figure, some Advertisin 


Agencies and some Manufacturers stil 
regard Direct Selling as ‘‘peanuts”. The 
fallacy of this viewpoint is revealed in a 
fascinating book entitled “The Quickest 
Way to National Sales”—which, by the 
way, is a title 100% correct. Like Kipling’s 
honest serving man, it gives you e 
“who, what, where, how, why, when” 
(if that's the proper order) of Direct Sell- 
ing. Like to see a copy? Send for it on 
your company letterhead and it’s yours 
free of charge. 


SPECIALTY SALESMAN MAGAZINE 


' Room 812-A, 307 N. Michigan Ave., Chicago 1. I, 
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Comics magazines are 
virtually legal tender 
among their young 
enthusiastic readers. They 
are read and swapped . . . 
read and bartered . . . read 
and traded .. . read and 
passed along until they are 
literally worn out! 

That's how advertising in 
comics books is hard 

at work around the clock 
and around the calendar, 
making friends and 
followers 365 days a year. 
Little wonder that 
advertising pays off . . . plus! 
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National 
Comics 
Group 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 
CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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TV Set Makers Preparing for Fall Sales; 
Three Are Bidding for Low Budget Buyers 


AContinued from Page 1) 
“bigger, better than ever halo- 


future, 


as event 


light.” TV sets also will continue to be 
A factory newspaper drive is advertised on Sylvania’s audience 
planned ir: all of the manufactur- participation telecast, “Beat the 
er’s distributor cities. In areas Clock,” over CBS. The radio and 
where UHF is expected in the near television division, handled by Roy 
3 ainntatiatiiiniieae aon S. Durstine Inc., shares the com- 
- FLY/ mercials on this show which is 
PANNER-FLY/ 4) televised in 35 markets. Cecil & 
© WITE NEON-FLYING Presbrey is the agency for the 
© SKY- BROADCASTING show 


To get its fall story across to 
the retailer, Sylvania will use a 
six-page, four-color insert in five 
industry publications. 


AMERICAN SKY ADVERTISING CO. 


333 NO. MICHIGAN AVE” NEW YORK OFFICE 
CHICAGO 1, 1LLINOIS | 224 EAST ISTH ST 
PHONE 612.7487 


TEXAS’ NEW WHOLESALE MARKET \. ibe 


* Yubbeck 


copy will anticipate this| 


;@ William D. Stroben, advertising 
manager, who discussed the com- 
pany’s fall plans, said Sylvania’s 
percentage of industry sales has 
increased 150% since last August. 
He said the company “is now to 
be recognized among the top 10 
television manufacturers.” 
DuMont exhibited 15 new mod- 


|els for distributors—two with 17”) 


screens, the rest with 21”. Top 
price is $549.95. This company had 


a slow first quarter this year, but) 


sales have started coming up. 
DuMont, which of late has been 
veering away from national adver- 


tising in favor of cooperative ex- | 


penditures planned to meet the 
dealer’s local needs, is expected 
to move farther in that direction 
this fall. Details of the drive are 


| still in the planning stage. Camp- 
| bell-Ewald Co. 


is the agency. 
Olympic Radio & Television this 
fall will claim a TV first—a tele- 


| timer, which turns the set on and 


off automatically. The teletimer, 
which “never lets you forget your 
favorite programs,” will be played 
up in advertising. 


Olympic’s new line, priced from 
$199.95 up, will be unveiled here 
next week. Phono-radio-TV com- 
binations are to be featured. 

Starting in September, ads will 
appear in Life, Time, The New 
Yorker and The Saturday Evening 
Post. Newspaper copy is scheduled 
in 53 cities. Hicks & Greist serv- 


| ices this account. 


|@ Zenith Radio Corp., which in- 
troduced its new models in mid- 
| June, is still huddling with its 
new agency, Young & Rubicam, 
| over fall advertising plans. How- 
ever, Dave Grigsby, Zenith ad 


national advertising will be “con- 
siderably larger.” The bulk of the 
consumer expenditure will be in 
national magazines, plus an ex- 
panded trade schedule. 

Zenith, which also enters the 
below-$200-price field for the first 
time, will advertise prices which 


tube warranty. Two 27” screen 
models are new this year, selling 


for $695 and $750. 


es—that headline is misleading. Rather than 
Vase premiums or prizes here at WHO, we are 
building tremendous good-will by helping various com- 
munity organizations throughout lowa to get some of the 
things they want. New dishes for the P.T.A. Uniforms 
for the High School Band. Christmas toys for various 
child-welfare groups. Etc., etc., etc.! 


For instance, we quote from the Britt, Iowa News- 
Tribune of March 5, 1952: 


“It is evidently worth something to fill WHO talent 
performers with a good duck dinner to get the best 
results in entertainment. Mrs. O. W. Friedow took 
the personnel of the WHO Talent Show to her country 
home and served them a fine duck dinner Thursday 
evening just before their appearance at the school 
auditorium in a show sponsored by the Congregational 
Workers Guild. At the auditorium, a stream of folks 
moved into the lobby and ‘crashed’ the doors as early 
comers. By 7:15 the main auditorium was filled and 
the bleachers offered the next-best ‘roost’, after which 
chairs were carried in to take care of the overfiow. 
About 700 people were seated. The various songs and 
farces followed one after another without any inter- 
mission. The crowd was kept in an uproer of laughter 
for two hours. The Workers Guild was well pleased 
with both entertainment and receipts.” 


“WITH THE 


COMPLIMENTS 


or WHO. 


MA’AM!” 


Just a local news item — but full of the stuff that makes 


loyal and friendly listeners for WHO — responsive 


listeners for WHO advertisers. 


WHO shows are produced in lowa communities under 
auspices of local non-profit organizations. This has 
been going on for years. WHO has helped hundreds 
of community groups to raise money for local needs, 


with the result that literally 


tens of thousands of 


families have become our personal friends. 


Is it any wonder that WHO is 


listened-to regularly by 


69.4% (daytime) of all radio families in lowa? For the 
complete, amazing story, contact WHO or Free & Peters! 


hradlacd . 


+ et lowa 


FREE & PETERS, INC. 
National Representatives 


PLUS + 


manager, told AA the budget for | 


include federal tax and parts and) 


Advertising Age, July 28, 1952 


FOR _MMPULSE— Vassar Co. of Chicago, 

y of M Inc., is pack- 

aging its girdles ond pantie girdles in 

these polyethelene begs and test market- 

ing the new “impulse buying” package 
in Chicago. 


Armour Appoints 
Ralph Whiting to 
General Ad Chief 


Cuicaco, July 24—Ralph E. 
Whiting has been promoted to gen- 
}eral advertising manager of Ar- 
mour & Co. He succeeds the late 
| Donald B. Hause. 

Mr. Whiting has been with the 
|company since 1941 in sales and 
advertising work. Prior to his 
present appointment he was ad- 
vertising manager of the auxil- 
| iaries division, which manufactures 
| soap, chemicals, coated abrasives 
and other non-food products. 

| George E. Hamm has been ad- 
| vanced to assistant general ad- 
| vertising manager. He joined Ar- 
| mour in 1950 as a copy writer and 
|has been in charge of packing- 
house product advertising. 

Kenneth B. Skillen, in the ad- 
vertising department since 1939, 
succeeds Mr. Whiting in the auxil- 
iaries division. 


Sheaffer Using Pages in 
139 Sunday Supplements 


W. A. Sheaffer Pen Co., Fort 
Madison, Ia., will take four-color 
and monotone pages in 139 Sunday 
supplements during August and 
September. The schedule also in- 
cludes Collier's, Life and News- 
week and back covers of 26 comics 
books. 

The comics will carry ads for 
Skrip, the Sheaffer writing fluid, 
and the others will be for the 
Sheaffer TM (Thin Model) foun- 
tain pen. The back-to-school drive 
will be handled by Russel M. Seeds 
Co., Chicago. 


Nebenzahl Joins Harrison 

Paul Nebenzahl, formerly with 
Cramer-Tebias-Meyer, where he 
worked with retail stores and man- 
ufacturers in producing sales pro- 
motion material and programs, has 
joined Lester Harrison Inc., New 
York, as executive v.p. He will di- 
rect the agency’s retail sales pro- 
motion activities. 


$15 BILLION 
TREASURE HUNT 
NOW UNDER WAY! 


STAKE YOUR CLAIM 
IN THE NEGRO MARKET 


Strike it rich! A little digging with the right 
tool will pay off big in sales and profits—and 
the right tool to use in the vast Negro market 
is their own Race publications, the new 

and magazines they welcome into their homes. 
No one can afford to overlook a market of 15 
million people spending $15 billion a year on 
every conceivable type of merchandise—espe- 
cially when a large portion of this market can 
be claimed at little effort and cost roes are 
intensely loyal to their own publications; —s u 
respond to sales messages they see there; 

be sure your message reaches this $15 biilion 
market—and reaches it the best way! For — 
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ONE EXAMPLE: 


for a publication that 
sells the cream of this 


section help ne “it ‘America’s most 
weekly ye Tell the Negro—you li ee! 
Negro! Act wt 
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A new all-time high 
each year for 
| SIX consecutive years! 


Volume of total advertising 
placed in the Chicago Tribune 
FIRST 6 MONTHS, 1945-1952 


om 1945 1946 1947 1948 1949 1950 1951 1952 
a 11,301,984 14,382,255 17,335,920 20,982,941 20,986,427 21,311,644 22,155,287 23,630,046 
he } LINES LINES LUNES LUNES LUNES LINES LINES LINES 


| Advertisers place increasing dependence on the Chicago 
| _ Tribune—because it produces better results 


CHARTED above is the volume of total advertising linage 
placed in the Chicago Tribune during the first six months 
of each year since 1945, the last year of the war. 

During the first six months of 1945, advertisers placed 
in the Chicago Tribune a total of 11,301,984 lines of 
advertising. 

During the first six months of 1952, advertisers increased 
their use of Chicago Tribune space to 23,630,046 lines. 

Starting in 1947, each of the half-yeat periods charted 
above represents a new all-time high in volume of total 
advertising placed in the Chicago Tribune. 

By more than doubling their use of Chicago Tribune 


CHICAGO TRIBUNE REPRESENTATIVES: A. W. Dreier, 1333 Tribune Tower, Chicago 11; E. P. Struhsacker, 220 E. 42nd St, New York City 17; W. E. Bates, Penobscot Bidg., Detroit 26; 


space since the end of the war, advertisers underscore the 
size of the sales opportunities in Chicago—and register 
their conviction that the Chicago Tribune’s full-market, 
all-income circulation delivers the sales power advertisers 
need to cash in on Chicago’s high level of buying. 

Ask a Chicago Tribune representative to work out with 
you a program designed to get the volume you want in 
Chicago. 


CHICAGO TRIBUNE 


THE WORLD'S GREATEST NEWSPAPER 


k & Chamberlin, 155 Montg y St., San F; 


4; also, 1127 Wilshire Blvd., Los Angeles 17 
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CONDUCTED BY STATISTICAL LABORATORY OF IOWA STATE COLLEGE 


a) 


| ..- your guide to 
: more sales in the Nation’s 
No. 1 Farm Market! 


Here’s real help for you in planning your Iowa sales 
campaign. By the most scientific method known. . . by 
the nation’s highest ranking experts in area probability 
sampling, the selling weight carried by all media serving 
Iowa farmers is accurately measured. 

The Statistical Laboratory of lowa State College did 
the job. They designed the sample. Their interviewers 
gathered the information. The results of these hundreds 
of personal interviews with farm operators and home- 
makers, compiled and analyzed in ‘‘InFARMation 
Please No. 2” is a selling service we are glad to offer you. 

If you had a copy of ‘““InFARMation Please No. 1 as e a ceenunits aestetiin inten imntdniie 
published in 1948, you know what a valuable statistical Ky 52 8 aymnibtdendhanen Mehtingantteiiteal 
tool it was. No. 2 brings all the figures up-to-date. All Livestock” to help them in their farming operations. 
sources of Iowa farm families’ information are listed, 
including radio, newspapers, extension workers, farm 
organizations, sales and service people, as well as farm 
and non-farm publications. Se i, 

What’s your question . . . How do farm publications 
compare with newspapers? How does radio rate? Do The Best 
a farm publications stack up well against non-farm? The 

farmers themselves give you the answers. 

Every advertiser who wants to know more about this 
No. 1 farm market in the nation will want this guide to 
bigger and better selling in lowa. The supply is limited. 
Write for yours now. On your letterhead, please. 
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Source of Information 
Is Your Best Selling Media! 


_| WALLACES’ FARMER & IOWA HOMESTEAD — 


Dante M. Pierce, Publisher Des Moines, lowa shee: 
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Advertising the Price 


Last week F. G. Hulburd, director of advertising for Victor Adding 


e lack of price information in national advertising. 

' “Our sales organization,” said Mr. Hulburd, “will give you pros and 
@pns until Hades won't have it on putting prices in our ads...We 
have never come up with an answer that we can say is absolutely fi- 
nal as to whether or not advertising the price is the right idea.” 

Mr. Hulburd is not alone in his dilemma, of course. Many others 
Mave pondered the question of whether to put in the price or leave 
if out, and presumably they are still pondering the problem. 

It has always seemed to us, however, that when you strip all the 
ychologists’ terms and the superfluous words from prod- 
ts, you come up with one basic that too many advertisers seem 
t to believe. That is, that there is an inherent interest in products 
mselves. Regardless of what this or that individual may say, most 
»ple want to know about products; they are interested in them. 


+ 


‘And it is pretty easy to define their first two phases of interest. 
ey are: (1) What will this product do? (2) How much does it cost? 
7, we accept this as true, then it follows clearly that advertising 
O@ght to include the price, especially on any product or service which 
ignot bought so frequently that its price, or its approximate price, is 
rerally and widely known, 

We recognize that there are limitations on presenting prices. Prices 

y from section to section or from store to store; there are taxes, 
y@@livery charges, installation charges, etc., which may vary from unit 
so that they, have to be presented stage by stage, as it were, as is so 
often the case with automobiles and other big ticket items. 

Yet it is clear that no sale can be made without the price being 
stated somewhere, some time. So the dilemma of advertisers seems 
to be: Shall I state the price in my ad and maybe scare off buyers, or 
shall I leave the whole thing a mystery—or actually mislead the ad 
reader a little bit by quoting a phony f.o.b. stripped-down-impossible- 
to-actuaily-buy price—and then depend on the dealer or the sales- 
man to ease the blow after the prospect has been led into the actual 
point of sale? 

For ourselves, we like prices—at least approximate prices—in ads. 
We like them in retail store windows too, and on merchandise inside 


stores and shops. Is there any buyer who doesn’t? 


: > 

Be Some People Talk Too Much 

rs Maybe it’s the heat. And maybe it isn’t. But we've been reading a 
talk a fairly important advertising executive gave not so long ago 
to a non-advertising group, and thinking about a talk a copy chief 
gave to a group of young admen a few months ago, and we're con- 
vinced that too many advertising men are making too many talks 
that aren't doing themselves or the advertising business any good. 

Both the talks we're thinking of were flip, and kind of smart 
alecky. Probably amused their audiences no end. In both instances, 
they seemed pretty much to be filling-in their audiences, which 
John Crichton so interestingly defined as “giving an outside dope 
the inside dope.” 

The trouble is, they give their audiences a false idea of the ad- 
vertising business, and leave them, we suspect, with less respect 
for it than they had before. We're not advocating stuffy speakers, 
but we think every man who represents the advertising business be- 


fore any group should make sure that what he says and how he says 
it redounds to the benefit of the advertising business. 


dt Y hine Co., commented on a recent piece by Jim Woolf, deploring | 


" to unit. And then, of course, there are prices which scare off buyers, 
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Rough Proofs 


Gladys the beautiful reception- 
ist says she sees a lot of media 


| talk of their operations as fabu- 


| 


“He doesn’t want to run again. Says he thought the remodeling was to include | 
Bruce Ranch Plank floors!” 


} 
—E. L. Bruce Co. | 


| 
| 
| 


What They're Saying | 


| What Sells? 
| Anyone who knows the Tacoma 
|retail situation got a smile from 
|the exhibit that newspaper pub- 
\lishers set up last week at the 
| Seattle convention of the Adver- 
| tising Assn. of the West. The dis- 
| play told what a drubbing a city 
|takes when its only newspaper is| 
closed by strike, as the Tacoma) 
News-Tribune has been since April 
12. 

The absence of a powerful ad-| 


| vertising medium like a newspaper | 
|of course hurts. But touting losses | 
as high as 40% as typical of “what 
| happens to sales in Tacoma when 
' there is no daily newspaper” hard- 
ly squares with facts. The Federal 
Reserve Bank’s report on May de- 
partment store sales, out last week, 
| showed not a loss but a gain of 8% 
for Tacoma over May, 1951. 

| For comparison, Seattle, Port- 
land and Boise department stores 
gained only 4°. Spokane was up 
5%, Twin Falls 8%, Yakima 9%, 
Walla Walla 19%, Everett off 1%. 
| Tacoma apparel stores were up 
12%, only plus mark in apparel 
lamong N. W. cities. 

Tacoma’s good showing was in 
part a rebound from a slow April. 
| Yet the gain came in spite of ab- 
normally high unemployment. 
Clearly it reflected vigorous pro- 
motion by merchants seeking to 
offset the loss of a daily, and using 
| radio, a new Shopping News, and 
| direct mail. 
| —Marple’s Business Roundup, July 2, 

published by Elliot Marple & Associ- 
ates, Seattle. 


New Market Has to Be Sold 

The average American wage) 
earner is making more and is be- 
ing taxed more than ever before. 
And, according to some economic 
authorities, more of his savings 
jare being channeled, one way or | 


another, into the public debt. | 
Nevertheless, every available in-| 
dex shows that Mr. Average has a/| 
fair amount of purchasing power 
on tap. It is not being released | 
rapidly, and we can only guess! 
why. 

One obvious reason, of course, 
is that some kinds of goods are. 
hard to get. Others are too ex- 
pensive, and the consumer is wait- 
ing for price deflation. A third 
reason, which probably is more 


|important than most people sup-| 


pose, is that the consumer's de-| 
sires simply are not strong enough | 
to make him spend. He needs to} 
be sold. 


—Acme Reporter, official publication | 
of Assn. of Consulting Management 
Engineers, New York. 


! 
! 
Takes More Than Enthusiasm | 

I've been going around the! 
country for quite a few years tel- | 
ling the youth of our country that | 
selling is the most interesting, the | 
most challenging, most important | 
profession in the world today be-| 
cause it’s fast-moving and it’s 
constantly changing. And it’s mov- 
ing faster and it’s changing more 
constantly than it ever has before. | 
No salesman and no sales execu-| 
tive can hope to be successful to- | 
day unless he can keep in step) 
with this fast-moving, constantly | 
changing thing called salesman-| 
ship. It changes with the weather, 
with the seasons, with the likes) 
and dislikes of people, with every | 
little quirk of human nature... 

I tell our salesmen that ape 
asm isn’t enough in today’s selling, | 
they have to get excited. Do your | 
salesmen get excited about your | 
company? Do your salesmen really | 


| get excited about your product? 


—Harry Bowser, sales education di- 
rector, Sloane-Blabon Corp., speaking 
before the Sales Executives Club of 
New York. | 


lous, and she always thought that 
referred to a fairy tale. 


e 
“You might walk a mile in 6% 
minutes,” suggests the Fetzer 


Broadcasting Co. 
Especially if you were in a hur- 
ry to get a pack of Camels. 


“Auto makers decide not to cut 
schedules,” the news story says. 

They have a sneaking suspicion 
that prospects may be needed 
when the assembly lines start run- 
ning again. 


A Texas agency is looking for 
an art director who can “make 
layouts that sing’ for periodicals, 
newspapers and outdoor. 

Better give him a chance at ra- 
dio and TV, too. 


“Owls are not wise birds,” as- 
serts the Long Beach Press-Tele- 
gram. 

That's right—look at the canary, 
who gets room and board just for 


a song. 


“GE plans biggest electric blan- 
ket campaign for fall,” reports the 
world’s greatest advertising jour- 
nal. 

Copywriters seeking blanket in- 
spiration in these hot weather days 
ought to be able to get it from a 
GE room conditioner. 


A toothbrush equipped with its 
own toothpaste tube is being in- 
troduced on the West Coast. 

The restaurant finger bowl may 
now come back in a new form. 


One way to cut down c.o.d. re- 
fusals, Whitt Northmore Schultz 
suggests, is to “offer a_ strong, 
cheerful money-back guarantee.” 

And then be just as cheerful 
when customers ask for their mon- 
ey back. 


A San Francisco manufacturer 
looking for a man to fill the new- 
ly created role of advertising man- 
ager says the successful applicant 
probably “has been dreaming of 
this job—on his own time, of 
course.” 

Some employers even encourage 
a little commercial dreaming on 
their time. 


Harry Goldsmith will try Hada- 
col build-up, the story says. 

All the advertising has to do is 
to assure for the stockholders and 
creditors a better tomorrow. 


Fair traders were reportedly 
dazed by President Truman’s okay 
of the new bill legalizing price 
maintenance agreements. 

Like most good pitchers, Harry 
knows when to toss up a change 
of pace. 

. 


Leroy F. Lustig has a reusable 
greeting card in the form of a 
Thankerchief, which should cre- 
ate a brand-new market for non- 
waterproof inks. 

Copy Cus. 
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TREALON 


Se pwinsit PHN 


Now in its 19%” 
Consecutive Year of Total 
Advertising Leadership 

in Philadelphia! 


TRENTON TO WILMINGTON 
along the Delaware’s banks... and 
miles inland ... revolving around 
busy Philadelphia . .. this is the 
Delaware Valley. Here more than 
4¥4 million people live, work and 
buy at retail almost $5 billion worth 
of goods and services yearly. 


GREATEST AMONG THE WORLD'S 
INDUSTRIAL AREAS, the Delaware 
Valley is the scene of a billion and a 
half dollars worth of new construc- 
tion by leaders of industry. Another 
half-billion dollars is being spent for 
highways and bridges. This means 
more jobs, climbing payrolls, soar- 
ing demand for goods of every kind. 


Che Philadelphia 


THE INQUIRER, DOMINATING 
CONSTRUCTIVE FORCE in the Del- 
aware Valley, influences more people 
and is more respected than any other 
newspaper in this area. Through its 


Y public-spirited leadership, Tue 


INQUIRER stands secure as the entire 
Delaware Valley’s No. 1 newspaper. 


Mnguirer 


Constructively Serving 
The World's Greatest Industrial Area 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260, West Coast Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., Son Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 
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Trans-shippers of 
Appliances Cut In 


on Distributors 


New York, July 23—A new 
group of middlemen in the ap- 
pliance-radio-television industry 
is threatening the future of inde- 
pendent distributors, Electrical 
Merchandising, McGraw-Hill pub- 
lication, warns in its current issue. 

At the rate these new middle- 
men are expanding they will be- 
come the distributors of tomorrow, 
the publication says. Yet they owe 
their existence, it adds, to distrib- 
utors who supply them with the 
goods they trans-ship. 

Over-production and under- 
buying in the-industry and the 
need to move more merchandise at 
the distributor’s level has brought 


about the growth of trans-shippers. 


a “They take over merchandise 


that distributors cannot handle be- 
cause the latter are overstocked,” 
the monthly says. “Trans-shippers 
have hundreds of outlets, ranging 
from discount houses to indepen- 
dent dealers, ready to take the 
goods off their hands at a markup 
below what the average dealer can 
afford 
“It’s hard to blame anybody for 
this state of affairs,” Electrical 
Merchandising says. “In the old 
ys there were just manufactur- 
, distributors and dealers, each 
th responsibilities clearly de- 
fifed. Now anybody can get into 
He appliance act if he can deliver 
a price than the next man’s. 
e big discount houses are openly 
cBiming to be most efficient at 
moving goods at retail level. The 
trans-shippers make the same 
im to efficiency in moving goods 
wholesale level.” 


ao Leaves Tea Bureau 


ill Treadwell has resigned as 
pctor of information of the Tea 
eau, New York, to head up the 
public relations department of 
Burnett Co., the agency han- 

ig the tea advertising account, 

. Treadwell will continue to de- 

Vv time to the tea account, by 
aangement with the Burnett 
agency. After Oct. 1, he will operate 
fr@m the Burnett New York office 


ines Ruthrauff & Ryan 
ed Arrow Laboratories, Waco 
papschold proprietary drugs pro- 
er, has appointed Ruthrauff & 
Ryan, Chicago, to direct its adver- 
tising 


If fable 
were fact, 


C 7. COUNCIL, 
most B. C. Remedy 


advertising would belong in 
business and trade maga- 
zines exclusively. But con- 
trary to the popular mis- 
conception, businessmen 
have no corner on head- 
aches. Come to think of it, 
they shouldn’t have any 
headaches—at least not 
where their Cincinnati ad- 
vertising is concerned. Not 
only does the Times-Star 
reach more Cincinnatians— 
it the 
General Milline rate in the 


does so at lowest 


great Metropolitan Area. 


‘Herald’ Becomes Daily 


The Herald, Sanford, N.C, 
semi-weekly, will become a daily 
newspaper and occupy its new 
building on Sept. 1, according to 
W. E. Horner and J. R. Mclver, 
publishers. The building will cost 
between $30,000 and $35,000, ac- 
cording to the publishers. 


Emil Mogul Names Seides 

Roslyn Seides, formerly fashion 
coordinator of Lester Harrison Inc., 
New York, has been appointed 
fashion coordinator of Emil Mogul 
Co., New York. 


Brewer Elects Officers 
Rubsam & Horrmann Brewing 


Co., Staten Island, has elected the 
following slate of officers: August 
Horrmann, board chairman; Wil- 
liam Lucaa, president; Carl A. 
Richter, v.p. and treasurer; Alan 
Nordlinger, secretary, and Em M. 
Tisnee, assistant secretary and 
cashier. 


HOBM Names Barker a V.P. 


Robert C. Barker, head of the 
group serving the Sun Oil Co. ac- 


| Appoints Julian R. Besel | 

Automatic Pencil Sharpener!) 
Co., Beverly Hills, has switched 
its account from Foote, Cone & 
Belding, Los Angeles, to Julian R. 
Besel & Associates, Los Angeles. 
Wider media coverage and an ex- 
panded point of purchase cam- 
paign is planned. 


| Emmett Resigns Brandenfels 
James Emmett Advertising, 
Portland, Ore., has resigned the ac- 
count of Carl Brandenfels Enter-| 
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Pfaelzer Promotes McGinnis 


Joseph N. McGinnis, who has 
been sales promotion manager and 
midwestern regional sales mana- 
ger, has been promoted to assist- 
ant to Leonard L. Pfaelzer, v.p. in 
charge of advertising and sales of 
Pfaelzer Bros., Chicago meat and 
poultry producer. 


Lamb & Keen Boosts Mazurek 
Walter E. Mazurek, production 

manager since 1944, has been 

elected v.p. of art and mechanical 


count, has been named a v.p. of prises, St. Helens, Ore. Adver- | production of Lamb & Keen, Phila- 


Hewitt, Ogilvy, Benson & Mather. 


tising will be placed direct. 


delphia agency. 
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Picadilly Sponsors Maggi 


Picadilly Tobacco Co. New 
York, will present Maggi McNellis 
in a weekly program of show busi- 
ness and fashion news and inter- 
views over WJZ-TV, New York, 
starting July 31 at 9:30 p.m., EDT. 
Hilton & Riggio, New York, is the 
agency. 


WSOC Appoints Dunnegan 


John M. Dunnegan, formerly v.p. 
and assistant to the president of 
Liberty Broadcasting System, Dal- 
las, has been named commercial 
manager of WSOC, Charlotte, N. C. 


|& Associates, New York, has been Ruby a director and v.p. Mr. Ruby, 
|mamed manager of the research sales manager for the company, 


‘New York. | 1921 


Addo Machine Names Prelle 


Addo Machine Co., New York, 
exclusive distributor in the U. S. 
of Roneo duplicators and Addo-X 
adding machines, has named F. W. 
Prelle Co., Hartford, Conn., to han- 
dle all advertising, sales promotion 
and publicity. 


Appoints Don Harrington 

Don Harrington Associates, New 
York, has been named to handle 
advertising for Creative Playthings 
Inc., New York manufacturer of 
equipment and play materials for 
\early childhood education. 


WPDQ Appoints Taylor Co. | Amcor Labs Names Agency 
WPDQ, Jacksonville ABC out-| Roberts, MacAvinche & Senne, 
let, has named O. L. Taylor Co.,' Chicago, has been named to direct 
New York, to be its exclusive na- advertising and promotion of a 
tional representative. George new product, Woof Poof, a dog re- 
Weiss, formerly midwestern man- pellent produced by Amcor Lab- 
ager for Sponsor, has joined the oratories, Chicago. Consumer and 
representative’s Chicago sales staff. trade publications will be used. 


YR Appoints Blankenship _| Beech-Nut Promotes Ruby 


A. B. Blankenship, formerly sen-| Beech-Nut Packing Co., Canajo- 
ior associate of Stewart Dougall harie, N. Y., has elected Carl W. 


department of Young & Rubicam, joined Beach-Nut in February, 


i 


ye 


* 3,793,000 average 1951 single-copy sales per iss 
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15 
WSBA Gets TV Permission 


The Federal Communications 
Commission has granted Susque- 
hanna Broadcasting Co., owner of 
WSBA, York, Pa., permission to 
operate WSBA-TV on Channel 43 


jin York. The station, which al- 


ready has its tower constructed 
and part of its building completed, 
expects to go into operation before 
the end of the year. Delivery of 
equipment on order with Radio 
Corp. of America has been prom- 
ised for this fall. 


Evans Joins Stern 

Henry S. Evans, formerly public 
relations account executive for 
Bectric Storage Battery Co. 
Philadelphia, and public relations 
manager of Business Week, has 
joined S. Richard Stern Associ- 
ates, New York public relations 
counselor, as account executive on 
Naco Fertilizer Co. Naco is a sub- 
sidiary of W. R. Grace & Co. 


Love to Join R. T. Harris 
Robert Love, for the past three 
years a member of Vogue, will 
oin R. T. Harris Advertising, Salt 
e City, in September as an ac- 
count executive. 


Add Color, Zest 
and Festive Spirit 


To openings of stores, auto 
agencies, gas stations, etc., and 
at fairs, school and community 
events. 

In the hands of eager chil- 
dren they make hundreds of 
free ‘walking billboards.” Use 
Oak Pennant Balloons and you 
will insure success. 

Pennant Balloons, No. 715P, 
inflate to 15” long. Write to- 
day for details and prices. 


‘Thy OAK RUBBER CO 
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Publications with an * report 


directly to ApveRTISING AGF 
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June Advertising Pages and Linage in Farm Publications 


Ofticial Figures as Compiled by Farm Publication Reports Inc. 


Total Advertising, in Pages Total Advertising, in Lines - ———Total Advertising, in Pages Total Advertising, in Lines—-— 
June Jan.-dune Jan.-June June June Jan.-June  Jan.-June — June dune -dun “ . 
i9s1 1952. 1951 19521951 i952 19511952 igs iss gst "iget “toss” ioss iost«““isse” “T™ «=O 
be ad csi 
=" Farm Magazines Ohio Farmer .... 36.4 310 366.2 328.0 . 23,780 281,305 251,966 24,623 20,613 
Oregon Farmer ....... 38.2 325 2786 246.5 28.876 24.539 210618 186.452 27.124 22426 
o cavoe + Farmer 56.7 4s 2 oa z no z » $57 0 749 245,248 205, 225 37 787 29,59 Pennaytrania | Farmer .. 284 27.0 310.2 2886 21839 20,707 238,251 221.614 18.409 17.477 
, ountry Gentleman h . . I 114 
eee ca, 8) i GBS SR? BIN Sect ee Me ie Fan Fieri ge Be ay ty as mem wee meee eae an 
ae — & Ronee mn Average 2 Editions . 526 525 489.1 4531 2 38,182 356.044 329.856 32125 31.729 
é See niet csition 282 24.2 2028 2054 19,171 16454 137,853 139.657 17,555 14.938 Rural New-Vorker .... 270 20.1 1911 209.0 21.192 15.770 149,840 163.531 18.212 12'372 
i #Lower South Evition 28.6 244 2163 2021 19.439 16615 147.128 137,429 17,754 15,085 Utah Farmer. 44.1 389 306.2 301.9 = 33,367 29.379 231.254 = 228,230 31,271 27,172 
Southwest Edition 3.1 36.9 281.5 289.6 25, 938 25.088 191.391 196,999 24,113 23,237 Washington os ee = 4 by a an eo bg a =a sa Aas 
: nin oa, — See . 7 oo ' —_ 9,807 17,753 Western Farm Life... 314 268 2266 2198 24610 19412 178136 172216 22923 17228 
. #Carolina-Va. Evition 79.3 65.1 587.4 479.8 53,935 44,236 399,442 326.239 52,001 40,645 ee Edition. 132 124 234.0 202.2 10,280 8,914 183,447 158.442 4.085 2,835 
ZGa.-Ala-Fla Edition 80.4 66.0 602.6 5050 54680 44.870 409.777 343,387 52.774 41,847 isconsin Agriculturist . 414 364 387.0 340.0 32,442 28,539 303,376 266.607 31.416 26,633 
i #Ky.-Tena.-W. Va Total Group ....... 909.6 820.9 7,708.3 7,171.2 693410 626.260 5877,878 5,471,353 612.217 $45,670 
Sotien P 774 646 573.0 474.0 52,620 43,954 389,634 322,388 50,986 40,924 Not included in totals. §This edition also carries all linage appearing in Western Farm Life. 
} Miss. -La.-Ark 
’ Edition 80.2 65.3 5923 4814 54,556 386 © 402.8 327,329 52,851 41,422 ¥ ; 
; Tes Etition 84.9 69.7 6322 530.0 57731 47:367 429,914 "390 55.993 441403 BS Weeklies 
Average 5 Editions 80.4 66.1 $97.5 00 34,708 44.963 406,321 335.967 32.921 41.948 Cobtanie ye : 66.0 57.4 469.0 398.7 49,894 43,378 354,646 301,438 47,516 41,229 
Successful Farming , . i . ‘ ' ‘ 4 4 5 , 
ee = Sc ees ZN 
Total Group ....... 428.2 407.3 2969.1 2815.7 246,034 233,974 1,726,313 1,620,688 239,060 225,158 | southern Edition | a4 399 3489 SOF aaais Beet sess? SaeaGe SES e368 
#Not included in totals. Average 2 Editions . 44.1 37.3 346.7 303.3 23,353 28.182 259,861 229,247 31211 25.921 
*Dairymen’s League News 143 115 86.0 75.2 10,374 8,388 1,908 54,730 9,77 7,922 
Monthlies Total Group ....... 650 1062 “9017 “7772 93621 79,948 “676,415 585415 88,497 75,072 
*Agricultural Leaders’ | ZNot included in totals. 
Digest ....... 54 135 1363 1208 3,024 2654 26802 23,680 3,024 2,654 
American Fruit Grower. 23.8 212 191.0 1791 10.287 9,141 82,480 77,332 10,132 8.967 | 
eaun grt Jounal: 368 227 2553 270.9 11492 9.718 109,556 116,142 9,289 | . 
Eastern Edition . é P 6,695 | 
Steed tates... a) ine food 2206 10878 «aus B8elt «geese «Sons | S809 | Farm Linage Trend figures in thousands 
Western Edition 212 151 1787 1892 9, 6.458 76.665 81,091 8.148 4,582 
ee ee es 
Arkansas Farmer a t . 6 y 9.645 | 
Better Farming Methods 311 330 2229 240.0 13.360 14143 95.647 102914 13185 13.933 1952 MAGAZINES MONTHLIES 
Breeder's Gazette 13.2 173 187 Ass ; soe Rei) 56 o3 sx Ry 4.338 1952 
*California Citrograph 20.3 24.7 Vy . I . 496 6. 
*California Farm Bureau | JUNE| 246 | JUNE] 358 | 
~~ =~ t ino es H a0 4 $20 ta20 27.220 3960 soso ie20 
*Carolina Co- operator | P 9 6' \ ' ° ’ .620 MA 
*Cattieman, The . 98.7 83.3 6742 584.1 41.482 35,011 283305 245.379 16.188 17,759 | MAY| 297 | ¥/ 449 | 
Electricity on the Fam 513 152 853 783 5.445 5,415 378 «= «27,924 5.445 s«54. . 
owen R$ Hi 3h os te es we ia te te | ee une EE 
lo ida Cattieman 515 414 7 ¢ + J \ 
afte 2 the $32 MEG 8 se Mee Mages ge 12: [june EEC ). <llarenenamaaaes 
Sdaho Granger 74 67 43 488 7.994 7.280 50512 53, 7'983 7,238 
DMentucky Fariner 161 149 151 0 138.9 12.644 u 687 118,466 108-877 12.130 9.689 | sas = aeELIES 
ne chigan Farm News 2.9 2.7 6.9 A 6. ‘ 9, . 6, . SEMI-MONTH l- 
MiMpissour’ Farmer 45 59 339 405 3 4512 24.793 «30.621 «2.490 4.134 | CANADIAN 
— 0 62 555 579 4362 4528 40.420 42,146 «4,080 4,308 | Ne 1952 pre 
Producer 6 . . i! . | 
ation’s Agriculture 55 51 481 501 2474 2.298 21,708 22,496 2,474 2,298 | JUNE 1693 sune[94 sune[2is | 
Soden 590 333 SRT «27386 ««ATS72 14.993 141,253 123,156 15,056 12,502 | MAY 1,018 ] MAY[(27 ] MAY 
hie Farm Bureau News 12.4 9.0 65.9 64.6 5.578 4.466 29, 534 5,328 4.016 | -~ 372 
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signed a bill changing the season 
for taking the regular five-year 
census of farm and ranch acreage 
and livestock (in years ending in 
0 and 5) from January to October. 
It is expected the new date will 
give a more accurate census be- 
cause crops will be harvested, farm 


The Fabuhus Southwest 


Hartung Leaves Scholl 


E. J. Hartung has retired as di- 
executive v.p 
manager of Scholl Mfg. Co., 
cago. He joined the organization in 


rector, 


1918 


motions in its public relations de-| 


partment. W. W. Taylor, with the | 

p.r. staff since 1943, has been 

and general promoted to stockholder relations 
Chi- | manager; Carl R. Fittkau has been 


transferred from Baltimore to the 
Pittsburgh headquarters; Julian 
Kilman, with the staff since 1951, 


The Nation's Largest Trade Territory 


had 
GENERAL MERCHANDISE 
SALES of 
$57,713,000 in 1951 


Two Separate Newspapers — 27¢ Buys BOTH! 


The El Pasn Cimes El Paso Herald-Post 


A Scripps-Howard Newspaper 
Evening 


An I dent N 
ndepen _ ~~ aan 


is district public relations mana- 
ger in Washington, and William 
D. Perkins, who joined in 1951, " 
Chicago district manager. 


| Beck Chain Adds 4 Stores 

A. S. Beck Shoe Corp., New| 
York, is adding four more retail 
outlets to its chain, bringing the 
total to 132. There will be one in 
Arlington, Va., two in Chicago, and 
one at a shopping center adjacent 
to the new through highway near | 
Buffalo. 


Putnam to Pacific National 
Stan Putnam, formerly art di- 

rector for Olds & King, Portland, 

Ore., has joined the staff of the 


Portland office of Pacific National 
handle retail art 


Advertising to 
and production. 


| designed for direct mail promotion. 


The viewer is flat and mailable in 
an ordinary envelope. When re- 
moved from the envelope it auto- 
matically pops up to form a com- 
plete assembled viewer with a pre- 
cision lens and a film of Koda- 


Serman Leaves Arnold & Co. 
Ted Serman, account executive 
and media director at Arnold & 
Co., Boston, has resigned to be in- 
ducted into the armed forces. 


fo me ws en 
82" in POPULATION 


among Sales Management's 

162 Metropolitan Areas 

+ 

An people are consumers. But 
quality people are better custom- 
ers. The depth of quality in the 
Quad-City market is an outstand- 
ing asset to the 240,000 people who 
live here. Good ancestry, fine geo- 
graphical location and diversified 
means of livelihood all contribute 
to the high standard of oe ge | 
living. WHBF-TV is favored wit 
the loyalty and friendship of Quad- 
Citians, accumulated during 25 
years of service in radio broad- 
casting 


Les Johnson, V.P. and Gen. Mgr. 
ee CE Ce Sa 
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... be doesn't ride the 5:15 


e Don't get us wrong. We love commuters! Many of our 
best customers dash madly after the 5:15—or the 6:15 
Helping people like them reach and sell the millions who 


live where almost no one commutes, has made our business 


big business 


e We cover the Country-Side* market as no one else does 
First. to help you reach and sell the farm families of the 
Country-Side market we developed the largest and most 
successtul farm magazine in America—Farm Journal. Next, 
to meet the non-farm interests of Country-Side families 
| 


we developed the only dual appeal magazine which majors 


in the non-farm side of the Country-Side market — Pathtinder. 


e Farm Journal was already the leader among farm tamilies 
when we first began the development of Pathtinder. Now 


it’s tirst with advertisers, too 


e For Pathtinder these have also been years of growth. Its 
circulation has tripled. Irs advertising dollar volume has 


multiplied tive times 


e Like the people of the Country-Side market, farm and 
non-farm, Pathfinder and Farm Journal belong side-by-side 
Now, you can buy them that way—a 4 million package 
buy at a package price—the Country-Side Unit—a powerful 


approach to America’s greatest market 


% The 19 million families, more than 
half the people of America, who live 
in trade centers of less than 10,000 
population, in crossroads villages, down 


country lanes and on farm 


Farm Journal, Inc. 


Washington Square, 
Phila. 5, Pa 
GRAHAM PATTERSON, Publisher ‘ 
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Pathfinder 
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Hotel Appoints Mullikin 

Jack Mullikin, formerly resi- 
dent manager of the Shelborne 
Hotel, Miami Beach, has been ap- 


Three Name Don Dawson Co. 
Don Dawson Co., Portland, Ore., 

has been named to direct adver- 

tising for Portland Iron Works; 


Power Transmission Products, and pointed to the new post of sales 
the plastics division of Stimson and promotion manager for the 
Lumber Co., Portland. All three Wofford Beach Hotel, Miami 
previously advertised direct Beach 


Use The Network 
of Weekly Newspapers 
reaching the U.S. 
Armed Forces Everywhere 


* 
ARMY TIMES AIR FORCE TIMES 


(Members Audit Bureau of Circulations) 


NAVY TIMES 


DETROIT: Guardian Building 


Advertising Offices 
WASHINGTON; 3132 ™ Sr. NW I 
NEW YORK: 41 East 42nd St LOS ANGELES: 6399 Wilshire Bivd 
CHICAGO: 203 N. Wobash Avenue SAN FRANCISCO: Monadnock Bidg 
In Philadelphia, represented by R. W. McCarney, 1015 Chestnut St 
Also: LONDON — FRANKFURT — TOKYO 


, been 


FCC Okays Four More TV Emerson Promises 


Permits in Austin, Spokane 

The Federal Communications 
Commission has approved four 
more applications for permits to 
build TV stations, thus bringing to 
18 the number of permits granted 
since the “freeze’’ was lifted last 
April (AA, April 14). The four 
new permits went to interests in 
Austin, Texas and Spokane, Wash., 
with each city slated to get two 
stations. 

Individuals affected by the new 
grants include Harry L. Crosby 
Jr., son of Bing and a major stock- 
holder in a Spokane broadcasting 
enterprise, and Mrs. Lyndon B. 
Johnson, wife of the U. S. senator 
from Texas. 


Sargent & Co. Promotes Two 

Roy G. Salaman, director of ad- 
vertising and sales promotion, has 
been promoted to merchandising 
director of Sargent & Co. New 
Haven maker of hardware and 
garden tools. Theodore Orban has 
advanced from advertising 
director to advertising and sales 
promotion director. 


Record Fall Drive 
for AM. TV Sets 


New York, July 22—Emerson 
Radio & Phonograph Corp. this 
fall will launch what is expected 
to be the biggest advertising drive 
in the company’s history. 

Mainstays of this promotion will 
be magazines, newspapers and out- 
door. Full-page color ads will be 
carried in Better Homes & Gar- 
dens, Life, Look and The Saturday 
Evening Post, starting with the 
September issues. These will fea- 
ture endorsements by TV editors 
throughout the country. 

The newspaper phase of the 
campaign will get under way 
sooner. Already scheduled are 1,- 
400 ads in 110 newspapers in 84 
cities. 


# Emerson, which used outdoor on 
a limited scale a number of years 
ago, is buying posters in major 


\ 


Do you 
recognize these 


famous 
movie stars 7? 


In New York and other fashion cen- 
ters, they keep dummies made to the 
exact measurements of Hollywood stars. 

When a star wants a new gown, she 
calls her shop—and it’s measured right 
on her model! 

Then it's only a matter of hours 
before the gown is in Hollywood. For 


these style centers ship their fashions 
the world’s fastest way—via Air Express! 

Getting new fashions first is tm 
portant to Hollywood stars. But it’s even 
important to fashion buyers in 
stores all over the country... where a 
few days can mean the difference be 
tween profit and loss 


MIOVE 


That's why stores (as well as stars) 
get their fashions Air Express! 

Whether your business is fashions or 
factories, you can profit from regula 
use of Air Express. Here's why: 

IT’S FASTEST — Air Express gets / 
priority of all commercial shipping 
services — gives the fastest, most con 
plete door-to-door pickup and delivery 
service in all cities and principal towns 
at no extra cost 


IT'S DEPENDABLE — Air Express pro- 


vides one-carrier responsibility all the 
way and gets a recespt upon delivery. 
IT’S PROFITABLE — Air Express service 
costs less than you think, gives you 
many profit-making opportunities. 
Call your local agent of Air Express 
Division, Railway Express Agency. 


1952 —-OUR 25TH YEAR. 


SAK EXPRESS 


GETS THERE FIRST 


Advertising Age, July 28, 1952 
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EMERSON LEADS THE FIELD LV PERFORMANCE 
AT THE LOWEST PRICE OF ALLY geosecaectaciap 


CJ 
‘Emerson | 
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COMING SOON—This is the approach 
Emerson Radio and Phonograph Corp. will 
use in a magazine drive breaking in four 
publications in September. Grey Adver- 
tising Agency services this account. 


markets as a part of the manu- 
facturer’s cooperative advertising. 
Radio and TV spots will be made 
available to dealers along with a 
variety of point of sale material 
to attract customers. 

Emerson's 1953 line, introduced 
here recently, includes 15 TV 
models, most of which have 17” or 
21” screens. The price leader is a 
rectangular 17” table model which 
will sell for $179.95. This is the 
lowest priced 17” TV receiver ever 
produced by a leading manufac- 
turer, according to Benjamin 
Abrams, president of the company. 
One table model offers buyers an 
innovation—a side-tuning device. 
The radio line ranges from a mini- 
ature set priced at $19.95 to a ra- 
dio-phonograph combination at 
$199.95. 

The total advertising expendi- 
ture for the last half of this year 
will be about $2,000,000. Grey Ad- 
vertising Agency handles this ac- 
count. 


Fall Magazine Drive Will 
Push Enameled Kitchenware 
Federal Enameling & Stamping 
Co., Pittsburgh, will key its fall 
promotion to a consumer cam- 
paign, spearheaded in Life, featur- 


ing its five-in-one “time saver” 
dishpan. The enameled dishpan, 
which retails for $1.59, will be 


advertised during the promotion 
as “A 1939 Bargain Today” at 99¢, 
and at $1.19 in the South and West. 

Ads for the dishpan also will 
appear during September, October 
and November in American Home, 
Better Homes & Gardens, House- 


hold and Ladies’ Home Journal. 
The ads also will promote the 
general line of Federal Vogue 
titanium enameled kitchenware, 


which, in addition to regular labels, 
will carry an “Advertised in Life” 
sticker. Ketchum, MacLeod & 
Grove, Pittsburgh, is the agency. 


‘Enquirer’ Adds 8 Directors 

Cincinnati Enquirer Inc. has 
added eight members to its board 
of directors. They are James D. 
Shouse, board chairman of Cros- 
ley Broadcasting Co.; Joel M. 
Bowbly, chairman of Eagle-Picher 
Co.; Powel Crosley Jr., president 
of the Cincinnati Reds and head of 
Crosley Motors Inc.; William L. 
McGrath, president of Williamson 
Heater Co.; Walter S. Schmidt, 
president of Frederick A. Schmidt 
Inc.; Harold R. LeBlond, president 
of Cleveland Automatic Machine 
Co.; Carl M. Jacobs, senior partner 
of Frost & Jacobs, legal counsel 
for the Enquirer, and James H. 
Ratliff, Enquirer reporter and 
chairman of the employes’ com- 
mittee. 


Appoints Jordan Agency 
Greene-Haldeman, Los Angeles 
Chrysler-Plymouth new car deal- 
er, has appointed Jordan Co., Los 
Angeles, to direct its advertising. 
Newspapers and radio will be used. 


Heinz Co. Promotes Two 

H. J. Heinz Co., Pittsburgh, has 
promoted H. P. Alspaugh from 
manager of sales, research and 
control to the new post of market- 
ing and research manager. 
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Advertising Age, July 28, 1952 


Coming 
Conventions 


Sept. 7-9. New York State Publishers | 
Assn., annual meeting, Whiteface Inn, 
Lake Placid. 

Sept. 11-13. Newspaper Advertising 
Managers Assn. of Eastern Canada, an- 
nual convention, Mount Royal Hotel, 
Montreal, Que, 

Sept. 12-13. Advertising Federation of 
America, District 7, Thomas Jefferson 
Hotel, Birmingham, Ala. 

Sept. 28-Oct. 1. Assn. of National Ad- 
vertisers, fall meeting, Hotel Plaza, New 
York. 

Oct. 2-4. Advertising Typographers 
Assn. of America, 26th annual meeting, 
Grover Park Inn, Asheville, N.C 

Oct. 3-4. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg. 

Oct. 4-7. Mail Advertising Service Assn., 
International, annual convention, Shore- 
ham Hotel, Washington, D. C. 

Oct. 5-9. Advertising Specialty Nation- 
al Assn., annual convention and specialty 
fair, Palmer House, Chicago. 

Oct. 8-10. Direct Mail Advertising Assn., 
35th annual conference, Shoreham Hotel, 
Washington, D.C. 

Oct. 12-15. Pacific Council, American 
Assn. of Advertising Agencies, annual 
convention, Arrowhead Springs Hotel, San 
Bernardino, Cal. 

Oct. 13-14. Inland Daily Press Assn., 
annual meeting, Congress Hotel, Chicago. 

Oct. 13-16. Printing Industry of Ameri- 
ca, 66th annual convention, Chase Hotel, 
St. Louis. 

Oct. 19-22. Western Classified Advertis- 
ing Assn., Mission Inn, Riverside, Cal. 

Oct. 20-21. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Club, 
Chicago. 

Oct. 20-21. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 20-23. Financial Public Relations 
Assn., annual convention, Hotel del Coro- 
nado, Coronado, Cal 

Nov. 20-22. Southern Newspaper Pub- 
lishers Assn., annual convention, The 
Greenbrier, White Sulphur Springs, W. 
Va. 

Dec. 7-11. Outdoor Advertising Assn. 
of America, 55th annual convention, Con- 
rad Hilton Hotel, Chicago. 

Dec, 27-29. American Marketing Assn., 
conference, Palmer House, Chicago. 


Green Named Retail Sales 
Promotion Head of Willard 

James O. Green, formerly ad- 
vertising and sales manager of 
Vital Products Mfg. Co., has been 
named retail 
sales promotion 
manager of Wil- 
lard Storage Bat- 
tery Co., Cleve- 
land. He will be 
responsible for 
all sales promo- 
tion activities in- 
volving Willard 
dealers. 

Before joining 
Vital Products, 
Mr. Green was 
merchandising 
counsellor for Coca-Cola Co. 


oe" 
w 


James O. Green 


Tannar-Brown Organized 

Harold Tannar, art director for 
McArthur Advertising Corp. for 
the past seven years, and Edith 
Brown, his first assistant, have 
opened their new studios in the 
Chatham-Phenix Bldg., Long Is- 
land City. Mr. Tannar is known for 
his three-dimensional displays in 
Grand Central and other railroad 
terminals. Tannar-Brown will con- 
tinue as exclusive designer for Mc- 
Arthur but will expand to include! 
other types of three-dimensionals 
as well as lithograph work for 
store and window displays. 


POINT-OF-SALE | 


we 
~— 


AND DISPLAYS 


“Illuminated and 
non-illuminated 
types. 


DISPLAY -CO. 
18-124 West Pearl Sh 


Sa 
dishwashers 


3% own 


clothes dryers 


5% own 


home freezers 


APPLIANCE « 


14% om 


627% own 


television sets 


What a terrific marketplace Detroit 1s today for appli- 
ances! Detroit's total sales potential for such items as 
home freezers, clothes dryers, dishwashers and ironers 
has barely been dented. 


79% own 


vacuum cleaners 


Detroit also offers prospects for replacement business 
that are virtually unlimited. One-half of the appliances 
now in use in Detroit are over five years old. One-fourth 
of such items as ranges, refrigerators and water heaters 
are over ten years old. 

If appliances are your business, you can do BIG 


90% own 


washing machines 


business in Detroit . . . with the help of The Detroit 
News. Because The News reaches the most people in 
the market, and the people with most money to spend, 
it carries more appliance linage than either of the other 
two Detroit newspapers ... and practically as much total 
linage as both other papers combined. 


95% own mechani- 
cal refrigerators 


467,066 577,826 
highest weekday circulation highest Sunday circulation 
in Detroit News’ history in Detroit News’ history 


A. 8. C. figures for 6-month 
period ending March 31, 1952 


® Source: Fourth Quinquennio!l Survey of the Detroit Market, The Detroit News, 1951 


The Detroit News 


THE HOME NEWSPAPER 


owners and operators of radio stations WWJ, WWJ-FM, WWJ-TV 


Eastern Offices: 110 E. 42nd St., New York 17—under management of A. H. KUCH 


96% own 
radios 


Western Offices: JOHN E. LUTZ CO., Tribune Tower, Chicago 
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The TOP 


100 Nationa 


l Newspaper 


© 
advertisers: 1951 
1951 1950 Per Cent 1951 1950 Per Cent 
Compory Expenditures Expenditures Change Company Expenditures Expenditures Change 
yy '- General Motors Corp. $73,794,340 27,594.07) oe 52. Wesson Oil & Snowdrift 
wr Procter & Gamble Co. 14,179,190 9,800,614 + 447 Sales Co. 1,354,863 1,308,017 + 36 
4 3 Chrysler Corp. 13,519,000 13,703,451 — 3 53. Institute of Life Insurance 1,329,151 1,321,257 + 0.6 
yw * Lever Bros. *°- 11,537,206 9,625,279 + 199 4 54- Sylvania Electric Pr 
w > Caigate-Palmotive-Peet Co. 10,842,178 9,298,024 + 16.6 Inc.” 1,275,654 265,061 4381.3 
wy ° Ford Motor Co. 10,729,755 13,586,716 _nos 4 55. Standard Oil Co. (W. 3) 1,273,419 1,270,023 + 03 
vd bh Distillers Corp. a 56. ony-Vacuum oil C 1,272,041 1,104,982 + 15.1 
Seagram s ud. 8,172,150 7,195,437 + 13.6 4 5. Union Carbide & Co 
yw % General Foods Corp 7,875,290 6,415,618 + 228 fe 1,259,336 920,286 + 53.5 
wy ?- Schenley Industries Inc 6,598,623 5,967,184 + 10.6 4 8. U.S. Government 1,238,418 985,533 + 399 
4 10. National Distillers 4 59. Greyhound Corp. 1,220,033 1,090,778 + 18 
Products COrP- 6,290,430 4,103,204 + 533 4 60. H. J. Heinz Co. 1,189,373 995,415 + 328 
iA 11. General Electric Co. 6,074,245 4,202,942 + 445 4 41. Libby, McNeill & Libby 1,153,753 1,018,493 + 133 
4 12. Standard Brands Inc. 4797 4,527,375 +. §A vd 62. Continental Baking Co. 1,147,228 1,142,096 + 04 
4 13. RS Reynolds 4 53. Sinclair Refining Co. 1,136,399 947,270 + 34) 
Tobacco C0. 3,732,634 5,368,930 — 305 al 64. Brown & Williamson 
wy \4. General Mills, Inc. 3,330,452 3,376,986 — 14 Tobacco Corp.” 1,085,506 352,608 +2079 
4 \. Philco Corp. 3,318,021 7,373,382 + 398 4 65. Campbell SouP C0.” 1,049,041 578,615 + 81.3 
A \. National Dairy Prods. Corp. 3,242,574 3,021,091 + 13 A 66. Brown-Forman Distillers 
4 VV. American Tobacco C0. 2,927,950 7,088,336 + 40.2 Corp. 1,038,624 1,198,206 — 133 
7 ib. American Home Products 4 47. Thomas Leeming & C0. 1,032,472 767,220 + 34.6 
Corp. 7,816,212 7,865,299 WwW 68. Zenith Radio Corp. 1,030,835 792,991 + 30.0 
4 19. Philip Mortis & Co., Ltd. \nc. 7,807,278 3,571,013 nA al 69. California Fruit Growers 
va 20. Radio Corp. of America 2,196,753 3,168,624 ~ *, Exchange” 1,019,561 686,600 + 48.5 
4 21. Publicker Industries, Inc. 7,608,526 2,370,627 + 10.0 4 10. National Biscuit Co. 1,018,444 1,426,120 — 28.6 
4 22. Quaker Oats 7,551,412 3,529,399 71 ii. United States Rubber 0. 1,011,749 1,293,889 — n8 
4 2. Hudson Motor Car Co 7,521,543 7,351,204 + W2 4 12. Pacquin, inc.” 980,239 507,901 + 93.0 
A 24. Packard Motor Car Co 7,424,616 1,428,025 + 698 73. Carnation rea 979,194 918,649 + 66 
4 25. Studebaker COrP 7,423,476 7,600,131 39 74, Pon American World 
A 26. Doubleday & Co. 2,411,757 7,324,841 re Airways, INC. ies 972,783 982,443 — 10 
4 2. Sterling Drug, inc. 2,386,191 1,994,246 + 197 A 15- Seven-Up Co. 938,443 957,421 — 20 
A 2. Armour & Co. 2,222,473 7,141,452 + 38 A 16. Plough, 'nc. 915,167 777,651 +» Wi 
4 2. admiral COPP 7,143,960 272463) — 3 77. Standard Oil Co. (Indiana) 905,787 982,898 + 26 
7 30. Nash-Kelvinator Corp. 1,995,095 2.210038 — 97 78, Canada Dry Ginger Ale Inc. 996,515 769,305 + 165 
al 31. Koiser-Frazet Corp. 1,988,153 1,880,012 + 58 al 79. Eastern Airlines 992,810 1,082,531 a 
4 32. Pillsbury Mills, Inc. 1,967,648 1,509,412 + 304 7 80. Nestle Co 985,628 621,415 + 425 
4 33. Borden CO. 1,958,392 1,598,955 + 225 43 Syn Oil C0." 983,925 610,102 + 449 
4%. Westinghouse Elec. Corp. 1,920,632 2,407,941 n2 g2. Shell Oil Co 982,786 1318971 — 33.1 
4 ». gwitt & Co. 1741 897 2,730,084 _%2 3. Lody Esther U 980,752 713,453 + 734 
4 36. Rest Foods inc. 1,725,964 1,890,302 — a1 84. Crowell-Collier Pub. Co.” 876,056 651,938 + WA 
4 47. Gillette Satety Razor Co. 1,693,226 1,225,125 4+ 38.2 vd g5. Corn Prod. Refining (Co. 950,957 1,119,931 — 240 
4 38. Hiram Walker-Gooderhom 4 6. Block Drug Co. , 945,176 911,762 — 73 
& Worts 1,681,855 1,696,159 08 87. International Cellucotton 
4 39. Liebmann Breweries, Inc. 1,670,279 1) 60,080 + 44.0 Products Co. 943,250 1,083,279 ~~ 
yw 0. Kellogg °- 1,601,717 2,149,556 — 25.5 gg. Purex Corp. urd.” 947,216 638,630 + 39 
4). William Wrigley Jr. Co. 1,567,667 1,243,796 + 26.0 99. Helena Rubinstein, nc.” 936,894 440736 + 89.9 
A 42. Glenmore Distilleries Co. 1,563,036 1,095,998 + 42.6 90. McKesson obbins Inc. 829,909 161,954 44124 
yw %. 5. C. Johnson & Son, Inc. 1,556,059 1,279,149 + 21.6 91. Consolidated Cigar Corp.” 924,726 457,184 +1309 
wr. avco Mfg. Corp. 1,542,115 1,540,582 + 01 4 92 Vick Chemical (0.” 823,033 647,671 + 2.1 
4%. Bristol-Myers (o. 1,481,087 1,612,839 — 32 49 vi notional Harvester CO 814,343 347,634 +1343 
A 4. Perk & Tiford Distillers COP 147,757 1,099,593 + 33.8 7%. Wildroot Co. nc.” 905,139 386,247 4108.5 
4 4. Coca-Cola Co 1,461 567 1777922 — 78 4 95. Sunshine Biscuits Inc. 793,319 765,503 + 36 
48. Ralston-Purina C 1,450,133 955,644 + 5\7 47%. Grove Laboratories, inc.” 790,834 559,143 + 44 
yw *. Ynicorn Press, Unt. -<0200"* 1,417,517 1,066,058 + 330 97. Phillips Petroleum 0.” 790,710 704,320 + 123 
50. Le Blanc Corp. 1,395.14 7,036,026 — 315 98. Time Inc. 780,617 1,360,668 — 42.6 
7 >). Walter J. Black, Inc 1,357.84 919,310 4+ 657 4%. £. R. Squibb & Sons” 765,460 427,205 4133.9 
top 100 national newspape! advertisers for 1950. 100. Standard Oil Co. (Calif.) . 761 878 773,946 + 5.2 
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lar £C ST advertisers 


of the 100 national advertisers with the largest expenditures in newspapers 


inl1951...as reported by the Bureau of Advertising, American Newspaper 


Publishers Association 


largest market 


... 95 advertised in New York newspapers 


largest medion 


... 90 advertised in The News 


lar LC ST expenditure 


... 66 spent more in The News than in any other New York newspaper— 


including 12 of the first 14, and 36 of the first 50 


LAPROSE sepanee 


The largest medium in the largest market gives largest response for America’s 


largest advertisers—does an equally efficient selling job for advertisers 


of any size, at one of the 


smallest costs 


...1in the United States! 


THE @ NEWS 


New York's Picture Newspaper 
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Health and Beauty 
Product Sales Gain 
in Supermarkets 


Cuicaco, July 23—Health and 
beauty items are currently big sell- 
ers in supermarkets—those stores 
which began by adding depart- 
ments to their food counter and 
now promise to reap the fruits of 
America’s growing population and 
family incomes 

This is what Mrs. Lucia Foreman, 
merchandise editor of Look, told} 
members of Operations Inc., at a 
meeting here last week. 

About 90% of the self-service 
stores, she told the grocery whole- 
sale group, carry health and beau-| 
ty items, and account for about 
one-third of the sales of popular, | 
fast-moving national brand items. 
These items justify many times 
over the space that they take. For} 
example, drug sales per square foot 
in these stores are about twice 
the store average, and in profits | 
four times the store average per 


John S. Knight, Publisher 
«Story, Brooks G Finley 
Not. Rep, 


Evening & Sunday 


square foot. 


“Supers are selling an average of 
200 to 250 health and beauty 
items,” she continued. “Those best 
known to the public are the fastest 
sellers. Their volume this year in 
food stores will amount to about 
$300,000,000 or 2% of gross vol- 
ume. Profit-wise, because they 
average a 35% margin, these drug 
products account for 4% of the 
gross profit...so it’s just practical 
economics that are responsible for 
the alert food merchandiser’s in- 


creasing emphas.| on upping his 


drug sales.” 


@ She predicted that supermarkets 
would cash in on the nation’s 
growing population and increasing 
average family income as well as 
profit by factors that made “im- 
pulse buying” a more important} 
factor in shopping habits. | 

She attributed the importance of 
impulse buying to the fact that 
with more married women work- 
ing today than at even the peak! 


of World War II—10,200,000, or 
27%—families tend to shop en 
masse on “the day off,” swelling 
traffic volume in the stores. 

Also, she concluded, supermar- 
kets are drawing more business 
because they cater to a greater 
variety of ages in the products they 
offer, from baby food to cosmetics. 


Promotes Jim Austin 

Jim Austin, acting advertising 
manager, has been promoted to 
advertising manager of Colorado 
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Rancher & Farmer, Denver. He 
succeeds Dick Cockburn, who has 
accepted an extended appointment 
to duty as an officer in the Air 
Force. 


Werbell Gets Trucking Assn. 


Mitchell Werbell Advertising, 
Atlanta, has been appointed to 
handle the public information pro- 
gram of the Georgia Motor Truck- 
ing Assn. Newspapers and 24-sheet 
posters will be used throughout 
the state to feature information on 
the trucking industry. 


power of the press, 


the 


choose 
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McGraw-Hill Appoints Hotz 
‘Aviation Week’ Exec Editor 


Robert B. Hotz, formerly public 
relations manager for Pratt & 
Whitney Aircraft division of 
United Aircraft Corp., East Hart- 
ford, Conn., has been named to the 
new post of executive editor of 
Aviation Week, a McGraw-Hill 
publication. The appointment is 
effective Aug. 1 

Mr. Hotz, who was with Avia- 
tion Week before joining Pratt & 
Whitney, will direct the magazine’s 
Washington office. 


Westinghouse Bousts Dobson 


Robert E. Dobson, merchandise 
manager for vacuum cleaners, has 
been promoted to manager of the 
vacuum cleaner department of the 
appliance division of Westinghouse 
Electric Corp., Mansfield, O. He 
will be responsible for the devel- 
opment, production and marketing 
of the complete line of vacuum 
cleaners. 


San Francisco Adclub Moves 


The San Francisco Advertising 
Club has moved to 690 Market St. 


Tom O’Ryan Names Feeger_ | Emmett-Vail Studio Opens 

Charles A. Feeger, formerly Emmett-Vail Enterprises Inc. 
transit advertising manager for has opened at 6926 Melrose Ave., 
Fort Wayne Transit Inc., Fort Los Angeles. It is equipped to pro- 
Wayne, has been named to the duce 16mm and 8mm b&w prints, 
staff of Tom O’Ryan Advertising Kodachrome duplicates and 35mm- 
Co., Memphis and Atlanta. He will! 16mm reductions for TV releases. 
aid in the development of trans- T. H. Emmett and Ande Vail are 
portation advertising in the South. the organizers. 


His headquarters are in Atlanta. 
|KNAK Appoints Briggs 
Candis O. Ray Moves Marvin Briggs, formerly sales 
Candis O. Ray Advertising, At- manager for KGFJ, Los Angeles, 
lanta, has moved to the Independ- has been named commercial man- 
ence Bldg., Charlotte, N. C. ager for KNAK, Salt Lake City. 


Commerce Secretary Sawyer 
Orders Study of U. S. Economy 


Secretary of Commerce Charles 
Sawyer has ordered an immediate 
study of potential markets for 
goods and services so the Ameri- 
can economy may continue to 
operate at high production levels 
after current defense goals have 
been reached. 

Mr. Sawyer said the study, to be 
published by next Jan. 1, will be 
made by Department of Commerce 
business economists in cooperation 
with the Committee for Economic 
Develcpment. The project will be 
similar to one undertaken in 1943 
when the department published a 
study called “Markets After the 
War.” It will provide an appraisal 


of potential markets for goods and 
| services which will be available or 
|/may be stimulated after the de- 
| fense buildup ends. 


'Cordo Appoints Gillespie 

H. B. Gillespie, formerly with 
Stewart, Dougall & Associates, 
management consultant, has been 
named director of marketing of 


Cordo Chemical Corp., Norwalk, 


Conn. His headquarters will be in 


ie: 


Sa 


in Los Angeles, it's 


| Cordo’s New York office. 


the ABC City Zone! 


DYNAMIC, powerful and 


concentrated, the ABC City Zone is the vital | 


business portion of the vast Los Angeles 


metropolitan area. It accounts for 58.6 per cent 


of the area’s total population and 


4 . 
) 718 per cent of total retail sales. 


EXPLOSIVE IMPACT drives 
your advertising message home when you use 

the one Los Angeles newspaper that concentrates | 
its huge circulation in the Los Angeles 
ABC City Zone to give you thousands upon 


thousands more readers in this vital profit 
area. That nenspaper—the profit newspaper 


of the profit market—1s the Los Angeles 
Evening Herald-Express. 


HERALD-EXPRESS — 


Represented Nationally by Moloney, Regan and Schmitt 


BUTANE PROPANE ) 


is first on my schedules 


ee because i get com- 
plete coverage with this 
one publication in the 
Liquefied Petroleum Gas 
industry. in 1951, 88 
leading manufacturers 
used B-P News exclu- 
see f to sell this mar- 
et.’’ 


.. and because BP-News has 


> 52% greater coverage of read- 
ers in Bulk Plants who represent 
85% of the industry's purchas- 
ing power. 

> Largest circulation, highest sub- 
scription rate, and the highest 
renewal percentage in the in- 
dustry. 


> The Pioneer Publication with 
more than 20 years editorial ex- 
perience. 

> Publishers of the only library of 
technical books —- Headquarters 
for L.P.G. information since 1931. 


> Seven Readership surveys prove 
BP-News first choice by a 2 to 1 
majority. 

> First in display and classified ad- 
vertising for 13 years. 

> The highest subscription rate, the 
highest renewal percentage and 
the largest number of new sub- 
scription sales, 


BUTANE PARE 
wor ER BP. 


A JENKINS PUBLICATION. 
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Olian Gets Knapp-Monarch 

Knapp-Monarch, St. Louis, has 
named Olian Advertising Co., St. 
Louis, to handle advertising for its 
home appliance division. Olian has 
had the gas products division of 
Knapp-Monarch for seven years, 
and has created advertising for two 
subsidiaries, Sparklet Devices Inc 
and the Sparklite butane lighter. 
Previously, Gardner Advertising 
Co., St. Louis, handled the home 
appliances account. 


Flako Promotes Burke 

David H. Burke has been pro- 
moted from assistant sales mana- 
ger to sales manager of Flako 
Products Corp., New Brunswick, 


N. J., maker of baking mixes. Mr. 
Burke has been with Flako for 
two years. 


Bahn Advertising Moves 


Pahn Advertising Co., Boston, 
has moved to 115 Chauncy St 


country’s fastest growing 
evtemotive morket. Now 


806 PEACHTREE STREET, 


rent. icici see 8? 


Pd 
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Southern 
— , (Automotive 
ae) Journal 


ABC 
NBP 


ATLANTA 5S, GEORGIA 


Sales Group Formed in N. Y. 


A new professional sales service 
in the variety store field has been 
formed by Herman L. Johnson Jr., 
formerly general manager of the 
House of Westmore. The organiza- 
tion, Johnson & Co., is headquar- 
tered at 71 W. 23rd St., New York. 
First client is Helen Neushaefer 
Inc., College Point, N. Y., maker of 
nail polish, lipstick and other cos- 
metics. Mr. Johnson said “Our or- 
ganization is equipped not only as 
a national sales organization pro- 


viding adequate coverage of the 
United States, but we function as| 


| a complete marketing setup in con- 
nection with variety store distribu- 
tion. This includes facilities for 
packaging, merchandising and 
sales promotion.” 


Two Join ‘Country Gentleman’ 
Joseph E. Hanson Jr., formerly 
a member of the New York Herald 

Tribune advertising staff, and 

Robert F. Shimer, previously New 


York state sales representative of book, which is being distributed|4merican Family, 


New Holland Machine Co., have 


U. S., Canadian Magazine 
Linage Gains in Ist Half 


Magazine advertising in the as S. 
hit a record high of $279,000, 
for the first six months of 1952, 
according to the Magazine Adver- 
tising Bureau, New York. This 
represents a gain of 10.8% in dol- 
lars. Pages are up nearly 4% 

The Magazine Advertising Bu- 
reau of Canada reports invest- 
ments in Canada in the first half 
of 52 are up 7.5% over last year. 
Advertising in June is up 13.1% 
over the same month in ’51. 


NY Guide Book Published 
By Travel Enterprises 


“Complete Guide to New York! 


City,” a compilation of facts and 
figures, featuring more than 2,500 
individual items of resident and 
tourist interest, has been published 
by Travel Enterprises Inc., New 
York. Andrew Hepburn, veteran 
travel writer and author, wrote the 


jointly by Travel Enterprises and, 
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Cling Peach Board 
Plans Fall Campaign 
in Ten Magazines 


San Francisco, July 22—The 
Cling Peach Advisory Board, 
which directed growers to de- 
stroy 15% of their crop last month, 
unveiled its fall marketing plans 
here yesterday. 

Advertising plans drawn up by 
|Batten, Barton, Durstine & Os- 
,;born, San Francisco were pre- 
sented to a meeting of growers, 
cannery representatives, field 
{salesmen and dealers. 

The campaign will stress the 
versatility of cling peaches for 
menus and the claim that Cali- 
fornia is the best source for canned 
| peaches. Color half-pages will be 
used in four leading women’s mag- 
azines and b&w ads will be run in 
Everywoman’s, 
| Family Circle and Western Family, 


joined the New York advertising on a national basis, by the Garden| store-distributed publications. 


and sales staff of Country Gentle- 
man. 


City Books division of Doubleday | 
Co. It sells for $2. 


When the client tells you (blow by blow) how 


the company has defended its 


“famous firsts” 


for sixty years—what do you do? When he 


rakes you with his spurs and says 


“M’ boy —we 


gotta have a gimmick!” — you've got the answer, 


Right then you recommend another 


famous 


first” —a complete and completely-integrated 
campaign in DAY-GLO Daylight Fluorescent 


Colors! 


Next you show him his new DAY-GLO 


magazine and trade inserts—his super-bright 


i occeamatesteecneesnerereranne vein 


at We're telling this story to your clients— 


— 


' 
' 
' 
‘ 


4 


in PRINTERS’ INK, ADVERTISING AGE, 


ADVERTISING AGENCY and 


& AX) i. SIGNS OF THE TIMES—every month. 


‘ mmm ee eee ewe eee ewe ee ween? 


732 ST. CLAIR AVENUE | 
CLEVELAND 3, OHIO 


* 


‘we gotta have 
a gimmick... 


DAY-G LO direct mail and point-of-sale pieces — 
his new DAY-G LO billboards, car cards, dashes. 


Sure, you know DAY-GLO is no gimmick, 
know it’s a proven sales-builder—but let’s not 
quibble with a client. He’s heard that DAY-GLO 
Daylight Fluorescent Colors are the Brightest 
Colors in the World—four times brighter and 
visible up to four times as far as ordinary colors. 
And—once he has used them—he'll never 
forget the four little words . . . 


Pamaeen-ao* 


* 


LAWTER CHEMICALS, = 
3554 TOUHY AVENUE 
CHICAGO 45, ILLINOIS — 


ls Four half-page color ads pro- 
| moting fruit cocktail will be run 
|/in American Home and Better 
| Homes & Gardens. The fruit cock- 
tail campaign also will use publi- 
|eations in the home economics, 
grocery and institutional fields. 

The board is now lining up a 
tie-in promotion with other na- 
tional advertisers for insertion in 
100 newspapers and Sunday sup- 
plements. This phase will use a 
recipe theme for desserts, salads, 
and meat garnishes. 


@ The growers destroyed 15% of 
their crop after the advisory board 
made a survey of the market situ- 
ation and decided this was neces- 
sary to keep supply in line with 
the anticipated demand. The Cali- 
fornia State Agriculture Depart- 
ment gave its approval. Regula- 
tions provide that growers who 
thin out 15% of their crop get cer- 
tificates of elimination which en- 
title them to deliver peaches to 
processors. 

The industry has also been hit 
by a maritime strike which held 
up delivery of Hawaiian sugar for 
the canneries. However, Ralph 
Bunje, chairman of the advisory 
board, appealed to the maritime 
| unions to prevent a shortage of 
canned peaches and he was able 
to get a number of ships unloaded, 
although others are still strike- 
bound. 


Cleveland Sales Execs Elect 

Cc. C. (Cy) Plumback, director of 
merchandising and market devel- 
opment of the American Steel & 
Wire division of United States 
Steel Co., has been elected presi- 
dent of the Sales Executives’ Club 
of Cleveland. Other officers elec- 
ted are V. Paul Felton, regional 
sales manager of Dun & Brad- 
street, v.p., and Joseph J. Langlois, 
branch manager of tle manage- 


ment controls division of Reming- 
| ton Rand Inc., secretary-treasurer. 


‘sHOw YOUR 
‘WARES... 
|WHERE IT 
COUNTS ~=/ 


e 
“BAYONNE CANNOT BE SOLD 
FROM THE OUTSIDE’’ 


Think this is a silly way to sell a news- 
paper? Well let's see — The illustration's 
the lure—The caption’s the bait — and 
here's the hook. . . . Put the TIMES on your 
| schedule — You'll find it's a darn good 
| newspaper (in fact the only one) read by 
practically everybody in BAYONNE. 


THE BAYONNE TIMES 


BAYONNE, NEW JERSEY 
WATIONALLY REPRESENTED BY 


BOGNER & MARTIN 
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Posters are a ‘natural’ advertising medium for International Trucks. They 


provide efficient, economical, localized coverage of our best prospects— 
truck owners and drivers—when they're on the road and most receptive 


M. F. PrcKeLs 
Manager, Comsamer Relations Dept, 
INTERNATIONAL HARVESTER COMPANY 


to our sales message.” 


A A NERINE  TRIN SY PO Be CS 


One of a series of advertisements promoting a better under- 
standing and appreciation of Outdoor Advertising — sponsored by 


The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 


serving one-fifth ROCHESTER POSTER ADV. CO., INC. + RICHMOND POSTER ADV. CO. + E. A. ECKERT ADVERTISING CO. 
of the nation’s PORTER POSTER SERVICE + SLAYTON & COMPANY + THE HARRY H. PACKER CO. + BORK POSTER SERVICE 


consumers .. . CONSOLVO ADVERTISING CORP. + LEHIGH ADVERTISING CO. * MARYLAND ADVERTISING CO. 


JOHN DONNELLY & SONS «+ CENTRAL OUTDOOR ADVERTISING CO., INC. «+ THE PACKER CORPORATION 
WALKER & COMPANY «+ UNITED ADVERTISING CORPORATION + WHITMIER & FERRIS CO., INC. 


SUNSET OUTDOOR ADVERTISING CO. + BREMERTON POSTER ADVERTISING CO. «+ C. £. STEVENS CO. 


AMERICAN ADV. CO. « STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVE., NEW YORK 22 « 
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How many magazines 


have DOUBLED 
their subscribers 
since 1942? 


Any magazine, well established 

ten years ago, that can show a 

100° inerease, is growing much faster 
than the American public. 


U.S. population gained 15°). The difference 
between 15% and 100° reflects that something 
special which the Order of Elks and 
The Elks Magazine deliver to more than a 
million men with incomes twice the 
national median. 

You reach these men 


of class incomes 
at mass ratesin... 


THE 


MAGAZINE 
New York + Chicago * Detroit * Los Angeles 


WORTENTER CURFER GIRL 
r = te uuu 


WORCESTER’S 
“FEATURE — 


it Best-Seller 
for Your Product, 
52 Times a Year 


You can see, at a glance, why these 

typical “Feature Parade” pages from 

Worcester’s Sunday Magazine hold the 
rapt attention of 100,000 Central New England families. Week 
after week, keen, constant readers of ‘Feature Parade” pore 
over the twenty-four pages of timely articles, stories and 
features about local events and people — a best-seller for many 
a current advertiser. 

You can depend on your product getting this same atten- 
tion from the rich, concentrated Central New England Market, 
by consistent advertising in the Sunday Telegram ‘Feature 
Parade”. 


WORCESTER'S I. 
WONDROUS TWINS: 2. 


Sunday circulation 104,542 


High Buying Power 
Intensive Newspaper Coverage 


© Daily circulation 153,234 


WORCESTER, MASSACHUSETTS 
MOLONEY, REGAN & SCHMITT, Inc. 


Notional Representatives 


George F. Booth, Publisher 


OWNERS OF RADIO STATION WTAG AND WTAG-FM 


15 Chicago 3tores 
Form Buyii g Group 


Cuicaco, July 2)—Fifteen inde- 
pendent department stores in the 
Chicago area have joined to form 
Associated Department Stores Inc., 
a nonprofit cooperative buying 


group. 

The group, which will have 
available more than $40,000,000 as 
a purchasing poc also is plan- 
ning to do cooperative advertis- 
ing and promotion for member 


stores. Other stores, including spe- 
cialty shops, are eligible for mem- 
bership as long as they meet the 
two requirements: (1) Stores in 
the group must be noncompetitive, 
and (2) each store must have an 
annual volume of $1,000,000 or 
more 

Associated Department Stores 
will be headed by Edson M. Brock, 
who is president of Lord’s in 
Evanston. Among the other depart- 
ment stores in the group are: 
Annes, Frank’s, Sabath, Old 
Swank, Home and Meyer's. Old 
Swank is in Elmhurst, and the rest 
are in Chicago. 


Audivox Creates 2 New Posts 

To provide greater coordination 
between manufacturer, dealer and 
ultimate user of its hearing aids, 
Audivox Inc., Boston, has created 
two new executive posts. Harold 
K. Green, regional sales manager, 
has been promoted to director of 
public relations. He will handle 
educational programs to get public 
acceptance for hearing aids. Wil- 
liam L. Blank, formerly with the 
department of medicine and sur- 
gery of the Veterans’ Administra- 
tion, has been appointed director 
of clinic relations. He will contact 
government, university and private 
medical school clinics to help cre- 
ate better understanding between 
them and the hearing aid indus- 
try. 


Files for Vancouver TV 

The owners of KVAN, Van- 
couver, Wash., have filed for a 
television license, asking for Chan- 
nel 21 on UHF. This is the only 
application so far filed from Van- 
couver. Although the _ station’s 
studios will be located in Van- 
couver and will be a joint opera- 
tion with KVAN, the transmitter 
will be located in Portland, Ore., 
on Healy Heights. Sheldon F 
Sackett is president and Fred F. 
Chitty manager of Vancouver Ra- 
dio Corp., which owns KVAN. 


‘Motor Service’ Changes Size 

Effective January, 1953, Motor 
Service will increase its page trim 
size from 5x7” to 5'x8”, with a 
type page increase from 414x619” 
to 434x634”. The increase is for 
purposes of reducing “mechanical 
production costs for its adver- 
tisers.” A flat increase of $70 a 
page will go into effect at the same 
time and minimum net controlled 
circulation will go from 145,000 to 
more than 150,000 


Gabriel Sons Realigns Execs 

Samuel Gabriel Sons & Co., a 
subsidiary of American Colortype 
Co., New York maker of pre-school 
tovs and publisher of children’s 
books, has realigned its top man- 
agement. Arthur Gabriel, president 
since 1920, has been elected board 
chairman. Bertram A. Gabriel, 
v.p., has been elected president. 
Bertram Gabriel Jr. is v.p. In 
charge of operations 


Expands Sales Organization 
Electro-Refractories & Abrasives 
Corp., Buffalo, has reorganized and 
expanded its sales management. 
George B. Michie has been named 
to the new post of v.p. of trade 
relations. He was v.p. in charge of 
sales. Clyde Wolfgang, sales man- 
ager of the grinding wheel divi- 
sion, has been promoted to general 
sales manager, another new post. 


Harold Cabot Promotes Two 
Harold Cabot & Co., Boston, has 


promoted Betty Parks to assistant 
copy chief and Robert A. Griffin to 
assistant production manager Miss 
Parks joined the agency in 
1950. 


1945 


and Mr. Griffin in 
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Getting Personal 


Charles J. Lick, president of Los Angeles Brewing Co. (Eastside 
beer), was unanimously elected an honorary director for life of 
the United States Brewers Foundation at the association’s meeting 
in Hot Springs, Va. Mr. Lick has served for 16 years as a director of 
the 90-year-old trade group... 

William Heller Sr., board chairman of Milprint Inc., Milwaukee, 
has returned from an extensive tour of the Far East—Honolulu to 
Yokohama, Manila, Hong Kong and Kobe. He combined business 
and pleasure by visiting plants of Milprint licensees. . . 

Sam Riklin, who's on the books as account executive of Pitluk 
Advertising Co., has a few other jobs, just to keep busy. He’s the 
newly elected president of the San Antonio Junior Chamber of Com- 
merce and commander of 
American Legion Post 114; 
he’s joint chairman of the 
Cosmopolitan YMCA _ Kid 
Baseball League; a director 
of the CofC, Boysville and 
the Fiesta Assn., and joint 
chairman of the Texas Youth 
Narcotic project... 

Bob Wick, director of re- 
search for Earle Ludgin & 
Co., Chicago, and his bride 
(June 29 was the day), the 
former Gladys E. Hanan, 
spent their honeymoon in 
the Caribbean area... The 
60th wedding anniversary of 
F. A. Miller, president and 
editor of the South Bend 
Tribune, and Mrs. Miller 
was celebrated not long ago 
at a dinner given by Frank- 


HAS NEW TITLE—At the final meeting of 
the Louisville Adclub, Arthur P. Bondurant, 
v.p. and ad director, Glenmore Distilleries, 
and retiring president of the club, was com- 
missioned a colonel on the staff of the 
governor of Kentucky. Former Gov. Keen 
Johnson (left) made the presentation on 
behalf of Gov. lawrence Wetherby for 


lin D. Schurz, secretary- 
treasurer of the Tribune, and 
Mrs. Schurz. The party was 
held at Morris Inn on the 
campus of the University of 
Notre Dame... 

The first child—a boy—is 
the special interest of Don 


“services to the Commonwealth.” Gridley, ad manager of 
American Restaurant Maga- 
zine, Chicago. The baby has been named Paul Bronson Gridley... 
Another young Chicagoan is Laura Iris, who arrived on the first 
day of summer—second child of Erie Stigler (assistant copy chief 
at Schwimmer & Scott) and Mrs. Stigler... Peter Mustaki, account 
executive of WQAM, Miami, is the proud father of Christopher Paul, 
born on June 8. Both Mr. Mustaki and his wife, the former Renee 
Scialom, were with NBC in New York before moving to Florida... 

Milt Blink, executive v.p. of United Television Programs, acquired 
a son July 1 with the marriage of his daughter, Robin, to Larry 
Gordon of Kansas City. Gerald King, UTP president and partner 
with Mr. Blink in UTP and Standard Radio Transcriptions, arrived 
from Hollywood to be present at the wedding and reception at the 
Standard Club, Chicago. . . 


/ 
:| 


YUM—Whot Herb Kaeppel, executive v.p. of Industrial Publications, likes best 

about a day of golf is topping it off with steaks broiled in a charcoal burner of 

his own design and construction. Here he’s working at his favorite job in his home 
north of Barrington, Ili. 


The Cincinnati Community Chest has appointed two groups, com- 
posed of members of the Advertisers’ Club of Cincinnati, to pro- 
mote the 1952-53 campaign. Chairman of the first committee (news- 
papers) is Robert Marsh, Compton Advertising. He will be assisted 
by Thomas Talley, Savage & Talley; Sam Levy, president, Associ- 
ated Advertising Agency: Stanley Ferger, ad director, Cincinnatr 
Enquirer; Karl Finn, ad director, Cincinnati Times-Star; W. C. 
Savage, ad director, Cincinnati Post; Harry Blaney, Central En- 
graving Co.; and Will Caldwell, ad manager of Klines. Chair- 
man of the second group (radio and television) is William 
Sanning, ad manager, Kroger Co. Members are Thomas Martin, 
Stockton-West-Burkhart; Jack Moran, Kroger Co.; Robert Dunville, 
president, WLW; Charles Topmiller, station manager, WKRC; Wal- 
ter Haehnle, Haehnle Advertising Agency; Robert Kerns, WSAI; 
Mort Watters, station manager, WCPO; and Henry Rollman, Roll- 
man, Peck & Rittenhouse. . . 
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NBBB Challenges 
Interpretation 
of ‘Free’ by FTC | 


| 

New York, July 22—The Na-| 
tional Better Business Bureau last 
week challenged the Federal Trade | 
Commission’s rigid interpretation | 
of the word “free” and asserted | 
that the ruling ignores the meaning | 
of “free” to the public. \ 

Pointing to the FTC ruling of | 
May 8 which ordered the Book-of- | 
the-Month Club to stop using 
“free” to describe any book which | 
is not a gift or gratuity, the NBBB 
asserted: 

1. Under a literal interpretation 
of the FTC order, “it is difficult to 
conceive of any practical circum- 
stances under which merchandise 
could be advertised as free. 

“2. The bureau cannot agree that 
the public understands free to 
mean what the FTC insists it does, 
or that this is the customary or 
usual interpretation of the word. 

“3. The public has learned that 
‘free,’ used in advertising, condi- 
tionally describes merchandise for 
which the recipient is required to 
pay nothing provided another arti- | 
cle is purchased. 

“4. NBBB does not think the 
public is deceived or harmed by 
a conditional free offer, in which | 
all the terms are set forth and ac- 
curately described, nor does it 
think competition is injured. 

“5. NBBB thinks the public ap- 
proves of such offers with its pa- 
tronage. 


= “NBBB respects but does not 
agree with the FTC majority opin- 
ion or the scope of its order in 
the book club case,” the statement 
summarized, adding that NBBB 
believes “FTC ignores the meaning 
which the public, through long 
custom and usage, attaches to the 
word.” 

NBBB also noted, however, that 
better business bureaus are split 
on the issue; that local bureaus 
supporting the FTC majority urge | 
cooperation and compliance in ad- 
vertising running in their com- 
munities, and “it can be antici- | 
pated that local bureaus in this 
group will protest any use of the 
word ‘free’ which conflicts with | 
the commission’s policy as stated | 
in this case.” 


Buys Shartenberg’s Store 


Nelson Miller, formerly presi-| 
dent and general manager of 
Namm’s Inc., now called Namm- 
Loeser’s, Brooklyn department. 
store, has purchased Shartenberg’s, 
New Haven department store. Be- 
fore joining Namm’s in December, , 
1948, Mr. Miller had been with 
Abraham & Straus, Brooklyn, for 
21 years, where he was v.p. before 
resigning. The corporation owning 
the store will be known as Shar- 
tenberg’s-New Haven Inc. and will 
have no connection with Sharten- 
berg’s Inc. of Rhode Island, which 
continues to control the Pawtucket 
store. 


Iwashita Heads New GE Dept. 


George K. Iwashita has bean! 
promoted to general manager of) 
the new commercial products de- 
partment of the air conditioning 
division of General Electric Co., 
Bloomfield, N. J. He has been man- 
ager of product planning for the 
division. The new department will | 
be responsible for air conditioning 
and refrigeration equipment used 
primarily in commercial and indus- 
trial establishments, as_ distin- 
guished from products for the 
home. 


Tominey Elected a V.P. 

Francis J. Tominey, advertising | 
and business manager of New Eng- 
land Printer & Lithographer, Bos- 
ton, has been elected a v.p. He 
joined the magazine in 1946 as as- 
sociate editor. 


|Chelsea Advertising 


Crattools Appoints Chelsea 

Craftools Inc., maker of the 
Craftool potters’ wheel, has named 
Inc., New 
York, to direct its advertising. 
Trade and consumer publications 
and direct mail will be used. 


Hoey Named Media Director 


Eleamor M. Hoey, formerly in 
the media department of H. B. 
Humphrey, Alley & Richards, Bos- 
ton, has been appointed media di- 
rector of Donald Gardner Adver- 
tising, Boston. 


if 
you are interested in taking your sales promotion information 
out of your dealer's literature rack and putting it into the 


homes of bis prospects and customers . . . where it can begin 
to sell... Write to Dept. S-2. 


Dorel 


185 NORTH WABASH AVENUE ¢ CHICAGO I, ILLINOIS 
SPECIAL CONSUMER PUBLICATIONS AND MAGATINES 
DIRECT CONSUMER PROMOTION 


PUBLISHING 
COMPANY 
Kummer Joins Ross Roy Inc. 
Frederic A. Kummer, formerly 
copy chief and plans director for 
VanSant, Dugdale & Co., Balti- 
more, has been named copy su- 
pervisor on the Dodge truck ac- 
count for Ross Roy Ine., Detroit. | 


KRNT... FIRST 


in morning audience! 
ee ae 


KRNT is first in all 22 rated periods be- 
tween 6:00 a.m. and 12 noon. 


KRNT... FIRST 


in afternoon audience! 


in 24 rated periods between 12 noon and 
6:00 p.m., KRNT scores 21 firsts (1 tie), 2 
seconds and 1 third! 


KRNT...FIRST 


in evening audience! 
| AEE SOLO AIO 


KRNT scores 42 firsts (2 ties), 17 seconds 
and 4 thirds in 63 half-hour periods be- 
tween 6:00 p.m. and 10:30 p.m. 


KRNT... FIRST 


morning — afternoon — evening! 


* In a total of 109 ww Tea 
kday-rated crete 

@ - A ong ay-rated pe- a 
riods, KRNT has 85 om 

q il Ae vied firsts (3 ties)! ete 


@ Biggest Hoopers Day and Night 
@ Big CBS and KRNT Stars 

@ Big-Time Promotion 

@ Big-Time Market 


yr 
p 


Represented by THE KATZ AGENCY... SOURCE: C. E. Hooper Des Moines Audience Index, April, 1952 
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TV's No Threat, 
Report by MAB 
Assures Members 


New York, July 22—The Maga- 
zine Advertising Bureau has 
passed on to its member publishers 
some more ammunition to be used 
freely in shooting at television. 

This latest fire power is in the 
form of a report, “Television as an 
Advertising Medium.” It runs 46 
pages long and is augmented by an 
appendix containing 25 charts—all 
to show the superiority 
advertising 


designed 
of magazines as an 
buy 

The MAB marshals a mass of 
data on current trends to show 
that TV is nowhere near the mon- 
ster it is cracked up to be. Perhaps 
the basic argument of the report 
is that TV is primarily a medium 
for the multi-million-dollar adver- 
tiser 


® This is shown, says the bureau, 
by the fact that during the last 
six months of 1951 five lines of 
business—-food and food products, 
toiletries and toilet goods, smoking 
materials, household soaps and 
cleansers, automotive—accounted 
66% of total TV billings. In 
@ntrast, the MAB adds, the five 
4 magazine categories accounted 
for only 42.6% of total billings. 

The report points out that in 
tis respect television is similar to 

work radio, where there is “a 

centration of a large portion of 
tifie purchases in the hands of a 
feW advertisers.” 
he MAB has a field day with 
istics on TV advertising costs. 
figures presented show that 
talent and time costs for an 
rage half-hour evening pro- 
1 on the NBC basic network 
come to $36,008, or $1,404,312 
a 39-week basis. The report 
ts out that this is more than) 
ble what such a program cost 
Jctober, 1950, yet the number 
Of Btations is about the same. 

Phe MAB argues that this large 
investment makes television “in- 
ergs a blue chip game, with 
mapt of the popular programs and 
th@ best hours controlled by a 
haSdful of advertisers.” 

hat about TV's effect on other 
Media’ The MAB report stresses 


Switch to the 
EASIEST of all fixatifs to use 


-” 


KRYLON® 
Acrylic 
Spray 


Just press 
a button— 
spray it on! 


Krylon covers faster and better than 
old-fashioned fixatifs. But Krylon does 
more than fix. It adds sparkle and lus- 
ter to layouts, charcoals, photographs 
and retouchings, charts, repro proofs. 
It goes on clear and stays clear! Easily 
removed with eraser to permit correc- 
tions. Dries in three minutes. Get 
it at art supply stores. Krylon, Inc., 
2601 N. Broad St., Phila, 32, Pa. 


that most of the dollars spent on 
TV have been out of “extra mon- 
ey.” There were declines in net- 
work radio and Sunday supple- 
ments, but magazine billings have 
increased steadily along with cir- 
culation gains. The following chart 
is printed in the report to show 
1948-1952 billings by media (in- 
cluding an MAB estimate for this 
year): 
(Millions of Dollars) 


Sunday Net- Net- 
Maga- Supple- work work 
zines ments Radio TV 

1948 $459 $50 $199 $$ 
1949 “41 59 188 12 
1950 458 63 184 44 
1951 511 60 175 128 
1952 ‘ Est.) 550 52 155 200 


s While admitting that the num- 
ber of sets in use has increased 
from 8,269,000 on Oct. 1, 1950, to 
16,129,300 on Feb. 1, 1952, the 
MAB notes that “the number of 
programs has also shown a sub- 
stantial increase’—resulting in 
“some dilution of the average ad- 
vertiser’s audience in the leading 
television markets.” 

The headaches which the tele- 


ill has to face 
erious, accord- 


vision advertiser 
are numerous and 
ing to the MAB. 
report points out, 


Right now, the 
“the television 


advertiser can reach—at most— 
37.9% of all families. (Against 
82.5% reading magazines regu- 


larly.)” With the end of the sta- 
tion freeze and the sale of more 
sets, this audience will be ex- 
panded, but the MAB says the ad- 
vertiser will then face such prob- 
lems as these: 

1. His time charges and program 
costs will increase 

2. The very increase in the num- 
ber of TV stations ‘‘may well result 
in an actual decrease in his share 
of the total television audience.” 
This can very well happen, says 
the MAB, because now the TV ad- 
vertiser gets 100° viewing among 
the families using their sets in one- 
channel cities; however, with more 
channels available, the advertiser 
will have to share the audience 
with two or three “programs of 
equal interest.” 


# Another charge brought by MAB 


against television is that it has be- 
come “a mass means of entertain- 
ment and communication” and 
thus has lost its claim “to being a 
selective advertising medium.” 

The argument here is that many 
millions of families who have TV 
sets today “are in the lower half 
of the income scale.” These are 
“poor sales prospects for all but a 
handful of the nation’s adver- 
tisers,” claims the MAB. 

The MAB report tries to take 
television apart from the qualita- 
tive standpoint also. A column by 
John Crosby, attacking the pro- 
gram content of television, is re- 
printed and the MAB even charges 
that TV commercials are not effec- 
tive because they are incongruous 
in an entertainment setting, actual- 
ly offending viewers who want to 
relax and forget about pots and 
pans and household disinfectants. 


Michini to Barol & Israel 

Albert F. Michini, a free lance 
commercial artist, has been named 
art director for Barol & Israel, 
Philadelphia. 


Advertising Age, July 28, 1952 


Irwin Co., Los Angeles, 
Appoints Frandsen V.P. 

Tom Frandsen, formerly sales 
manager of KMPC, Los Angeles, 
has been appointed a v.p. and 
member of the board of directors 
of Irwin Co., Los Angeles, effec- 
tive Aug. 1. He has been with 
KMPC since 1948. 

Previous to joining KMPC he 
had been with KFI-KECA, Los 
Angeles, since 1938, remaining 
there until war service. He had 
returned to KFI before joining 
KMPC. Robert O. Reynolds, v.p. 
and general manager of KMPC, 
will supervise sales. There will be 
no immediate replacement. 


Gardner Elects Four V. P.s 

Gardner Advertising Co., St. 
Louis, has named four of its ex- 
ecutives v.p.s. They are William 
L. Spencer, copy chief for more 
than six years; George Howell 
Shields, account executive for Ral- 
ston cereals; William Db. Fisher, 
radio-television production chief in 
St. Louis, and Paul Lehner, ac- 
count executive for Barton Mfg. 
Co., Cessna Aircraft and Banquet 
Canning Co. Mr. Lehner has been 
with the agency 17 years. 


PRESENTING A WORLD FACT 


ALL AROUND THE WORLD where the news is free to enter— 
alert, intelligent people read the current copy of TIME 

on or before issue date. Each week, transparent reproduction proofs 
of TIME’s pages are flown to Havana, 

Paris, Honolulu and Tokyo, where TIME is printed 

for regional distribution. (Advertising content differs in each.) 


TIME tue weexty | 


Leaders of Opinion 


— 


‘a “he BB RE ed Sk : ge oes eeoonss |S So i emai i Bees atten Wie pe ee ae E: 2a ie rita crag 
agile apt LS ee ane ete, aa aie s Se. 4 5 : a , : mc : : Ba ee ie 4 -, : . oa eee: ee 
wees ga 3 
“1 5 pee 
a 28 eS a 
ao. a 
ot : 
7 . Po + 
ia 
‘ vs, 
ig ae 
4 
, Sie 
* 4 
ae, +e: 
“fs Te 
J ane 
che se 
. " 
j 7 P ag 
. ae 
nee ba. he 
eo 
ee, Be 
f A al 
i a. 
pees “a 
“ues eS 
aF ne 
ab Y af: 
zs a po _ | A 
as h ae 
‘ : et 
7 ui id 
+ t 
: e i. on 
ze il i 
' 
= ee ’ } 
ft i : 
ie: 7 
Ai a 
Pee oe 
ie g me 
te ‘ Betas 3 
a ‘e 
aH } ] y 
$a 
ae > 4 . 
og 2 ie 
fh. ~ a 4 —_ 2 : 
Sea ——-_ a re 7 i ee 
4s 4 ae i kes 2 “oe ns 4 Pa 
an ” re 2 “a eeeage 1" La a G i ay 
> 4 SS ca eae Te ‘= Bis ele Ve eR ee " art 
a pa Bae Fi ere if ae ao a. %y oa 
: £ oo : : a ees ae aS 
‘Se a at | $ ; e i: j e \ & 
ae ‘ dl. a a fe eo rc) 
wie ae : — of 3 a ZZ : 
aor os a) a — ot et * in SO ae ae 
he : ie a Re oF i foe > vf 
F i ys : i a; a, es a 
“5% ‘ Ai ; . ae. | o. 
oo : " : % 7 ‘ Oy ay uy q ie 
set , ¥ ae 3 : OO en ‘ 
cg ee ge ‘ —) i 
asthe ee. hore ont i 4 ; Suse h : 
“ Bam oe: leg Mews es. - i te ‘ : 
~~ ; a esa : . : 
Veit h ‘ * We 7 : 
a ; a ; 
{ 1 : a ee * f 
ee y Ue” “oe ee Ps b 
5 a eae : Sa 
“ee F atic . ey . } a 
“s ae — ~~ | 
om s de re es fe ip fo 
; a ; » ad - - aan” bias 4 ie sae 6. <i ere oa aa oa tie © Same as 
aN ; ae ae pa Van “9 5 ee ” ee 
a ay 7 ; ya én a ea me ud a E. coe © ey: — : aa y ay : es 
" 4 es. ¥ aS | eae j ’ ; a a aa ll Bre a ae 4 . 
ee , 3 ae eS > a eg a ae ‘= us sis Se va ke i 
“ai % s * : Se on eae » 4 = ce a 1 oe 
Pe os ape 7 a ae , ~~.” a Bac; + 2 
Sa — Wa para, ie z- ‘ Sie ee 7 
e —— ——_——_—_———_ pa . : ; Ck Pea 
x) Pret F 2 eee , ee er eB sh a 
e ~~ “2 oe es aS 
ot - | o ~~ x ee / eee ae Le eee ¥ 
: | a * ‘ am | oe ts ui tt 
ye . : —S 20 oe 4 me 2 ge 
ae BLOW . : . —— é ej ty E 
e : : Pe - yak, of i ee e 
a : eo —_—_ : 
2 Q age as i = 
i . e ee) aie ; { ES 
~ as aes a F 
me IBRAINS 7 , o | 
iat A Py y Be “i 
an 3 AJ N joes eu oa 
me} ouT!/_ I), i . 
— = . ice: get) ou 
: o da wey: . ¥ j aes 28 ae eg 
x Le “ ees sles A rp f 
2 24 Ree s = = G. i oa ee Be 
hare A \ ie Rae “ Sn ‘ a I 
ees y Bee sighs i a x 
ise ae Tn, ea ee le a 
at a ae x 2! Sc . ck ae PL he i are 
he: \ Ages = a a : cue)! : oe 
types . ote os a 4 ay ee i re A 
— = s of So a fs J ee 
ye == wis ‘ et ae ‘ sy 
; . ; ie ts * neee a Fa ape. i 
~ Re os : x pat oy, 5g z a A ee eile : ‘ 
eget 8 ys ee d ee 
x ee ny — | 
Pe ie VW ; * y oe ; ws 
uy J as 
i ’ os : } a 
AY , \ . es 
nal ..¥% ‘ i 
on _— 4 Lt 
re ~ ‘ vie 
an : ee 
ri 3 
: Bg 
m4 a 
oe by, ee 
rate ce a 
ee ae ¥ ¢ : 3 , pgs TENS =e tata ; ae 4 Bee gee a eee ey eae xh, : te ey sn 
ar Phir Sen ara ieee 3 ; ; Bray ho tas cas ae : ee pes eee st i ce ee 
Pa Titi ia eTocs Mi ie ‘ Sire pts ae Patel i 7E ‘ er ae Bec ets 


Advertising Age, July 28, 1952 


Department Store Sales... ® DEPARTMENT STORE 
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I traight 
Specifics are so important, espe- 
cially in editing a newsreview. 
Here’s the one that packs more 
news to the column inch, with 
split-second timing and superb 
precision. And the shortest clos- 
ing on record... to bed late Sat- 
urday, on more than a million 
U.S. doorsteps early every Sun- 


day morning...The New York 
Times REVIEW OF THE WEEK. 


Concentrate, don’t miss the bi 
market...the 650 U. S. counti 
that do 92.9% of all manufa 
turing. The Times puts 94% o 
its Sunday circulation int 
these $10-million-or-bette 
areas, delivers heads of toy 
income families, heads of toy 
flight business in its 1,100,0( 
circulation. Where you find th 
most industrial giants, you fin 
The New York Times REVIE 
OF THE WEEK read regularly 


_ and swing! 
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WasHINGTON, July 22—Depart-; FRB shows that in the calendar Week rs yond 14. ae a ee is 1 14) 39 
ment store sales in the week ended year to date (28 weeks) depart- Se Wee | St. Joseph ...... —5 = 
- ; Week to July 5, °52*...... 79 Oklahoma City 76 0 
July 12 were on the same level ment stores are running 3% be- Week to July 7, ’51* 76 ulsa 15 86-26 13 
: | with the corresponding week last hind their 1951 sales. Only three 5 oe: maak Dallas District - ie ae | 
“Apa , - : Week to June 28, '52*....90 lai 4 23 1 
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in Free Nations Everywhere...as in the U.S.— 
the Worlds Most I; 
Worlds Most Important Magazine 
The most influential people in the world’s free gin of 2 to 1 over the next contenders. 
a Pegg i Saag _ to record their This measure of the world’s confidence in TIME 
oe bod ws orld’s Most Important Maga- as recorded at the left, parallels a fact long estab- 
zine. e vote as overwhelmingly placed TIME lished in the U. S. 
in first position. For example: - —— 
‘ . P Less than a year ago { reported an unprec- 
The Cabinet Officials of 54 of the United 7 . po P 
, 4 3 edented survey made separately in each of the 48 
Nations named TIME “The World’s Most P . : 
alta States. In every State in the Union, the following ~ 
Important Magazine,” and gave TIME more : : 
tes for this h <a et groups were asked to vote for the magazine which 
votes tor this honor than the next two maga- = in their opinion was the “most important in d 
; ase ’ America”’: i 
The editors and publishers of the world’s 
largest newspapers also voted TIME “The « Governors of the 48 States : 
World’s Most Important Magazine,” withal- ¢ Members of the United States Senate \, 
most as many votesasthe next two magazines. ¢ Members of the U. S. House of Representatives . 
Other world groups include: leading engineers ¢ Members of State Legislatures ° 3 
outside the U. S. listed in ““Who’s Who in Engi- « Bank presidents and securities firms’ executives f 
neering” and the “Society of Automotive Engi- ° Corporation presidents listed in“ Poor's Register 
neers,”’ radio broadcasting executives listed in the + Presidents of degree-granting universities and 
“World Radio Handbook,” and managing direc- colleges. 
tors of the largest companies in Latin America This made a total of 336 groups—7 groups in 
and the West Indies. every state. Every state voted TIME America’s * ° 
All voted TIME into the top position by a mar- most important magazine. My 
ian are 
r 
. é.g 
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U.S. EDITION + ATLANTIC EDITION + CANADIAN EDITION + LATIN AMERICAN EDITION « PACIFIC EDITION 


NEWSMAGAZINE OF THE WORLD 


~Here’s the extra hitting power 
, you need behind your present 
program to business and indus- 
try. Here’s the versatile medium 
you can use in a dozen different 
ways...from developing inquir- 
ies to selling a public relations 
idea. And, all this at the lowest 
cost per thousand for reaching 
business executives... in the 
REVIEW OF THE WEEK, the news- 
review published every Sunday 
with TME NEW YORK TIMES. 


The New Pork Times 


REVIEW OF THE WEEK 
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We place your 
where no other wom 


 @83=—Ssts . .Surre, we can talk circulation. But this 

= § isso much more important: we reach the 
emotions of 7,800,000 big-spending 
wage-earner families—and we reach those 
emotions with your advertising! 


',..when a magazine moves emotions— 
it moves merchandise! That’s why the 
smartest advertisers are clinching their share 
of America’s richest market— the wage-earners 
—by advertising in... 


the only kind of magazine 
that speaks their language! 


MACFADDEN PUBLICATIONS, INC. 
205 East 42nd Street, New York 17 - Offices: Chicago - San Francisco 
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Takes Creative Man to Task 
To the Editer: May I be the 
thousandth ( I hope at least, that 
999 others have had the guts to tell 
Creative Man off) to protest 
against the phony, patronizing, 
slurring “Creative Man’s Corner” 
in your June 23 issue. Not only was 
it sophomoric as advertising criti- 


cism, but its starry-eyed wonder 
at the phenomenon of a Levy 
baking bread was more than 
slightly nauseating 


Creative Man is indeed a sophis- 
ticate. You can’t fool him. He 
knows that people named Levy are 
usually found in pawn shops. He 
knows that Levy's ads always re- 
semble fire sale announcements. 
He is probably just as certain that 
Levy has a big nose, drives a 
shrewd bargain, and never buys 
retail 

Come out of your ivory tower, 
AA. Levys have been baking bread, 
pouring steel, selling shoes, and di- 
recting traffic for a long time. 
Levys have also had good taste, 
read The New Yorker, and used 


JUST ASK FOR MARIE: 


1 our 23rd succe 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


the right fork on the filet for some 
time now. And wouldn’t our myo- 
pic Creative Man agree that the 
name Levy sounds beautifully eu- 
phonious with sour rye and pum- 
pernickel? Or does the name sound 
incongruous only when associated 
with white bread? 

One of the first lessons an ad- 
man learns is not to be patronizing. 
Even the most glowing compliment 
is tarnished by the sort of super- 
cilious backhandedness shown by 
Creative Man. I would say, to pa- 
raphrase his own words slightly, 
that he has taken a patch of pur- 
ple snobbery and come up with— 
a rock. Half-baked would you say? 

HERBERT J. KRAMER, 

The Travelers, Hartford, Conn. 

The Creative Man’s comments 
were made with all good will. Buf 
two letters received indicate that 
in the area of racial and religious 
relations extraordinary care imust 
be used to avoid treading on sensi- 
bilities which have been sharpened 
by too many instances of ill will. 
To the writers (and to those who 
didn’t write) AA apologizes for an 
inadvertent slip. 

o a e 
Speaks tor Local Agency 

To the Editor: Any local adver- 
tising agency could have told Her- 
bert Wyman [AA, June 30] that 
the quickest way to push newspa- 
per revenue up, up, UP is to give 
the local advertising agency 15% 
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on the local rate, in more markets 
the country over 

We've all heard the sad argu- 
ments for NOT giving 15% on local 
business and they make no sense 
whatSoever. Advertising space and 
time is sold on merchandising 


ideas; few newspapers can furnish | 


counsel to each and every client— 
therefore let the local advertising 
agency move in and figure that 
the 15% goes toward insurance 
against further overhead; insur- 


ance against competitive media; | 


additional revenue at compara- 
tively little additional cost. 
Some newspapers have a mo- 


nopoly and think they can get all! 


the business they need without 
agency help. To this one can only 
ask; what kind of business, and 
‘does it do the job, satisfy the client, 
make him feel that the service he’s 
getting warrants continued, loyal 
use of the medium? 

Something is sluffing off news- 

paper revenue. Is it lack of service? 
Results? No sensible advertiser 
stops using an advertising medium 
that’s making money for him. Cer- 
tainly the objective local advertis- 
ing agency is in an ideal position to 
help both the newspaper and the 
advertiser. 
} Still other newspapers feel that 
agency handling means a division 
of the advertiser’s dollar with other 
media. First of all, I'd say, yes, this 
is true. No honest agency coulc 
recommend one medium alone 
for the average client. However, nc 
jaccount that this agency has hac 
on a full time basis has done any- 
thing but increase (not mark time 
but increase) its linage. Reason: 
Just as it’s good to feel that you can 
trust some objective individual like 
a good doctor or lawyer, adver- 
tisers learn to depend on a gooc 
advertising agency—and trust its 
judgment. 

This agency for one would ac- 
cept any reasonable challenge that 
its local newspaper would choose 
to offer. What does the paper 
want?—new business?—gross bil- 
lings?—increased old business? We 
believe that giving 15% to the 
average local agency would create 
the following sequence of activity: 


Agencies would enlarge their 
staffs—make more jobs. 
Agencies would increase the 


newspaper billings of present ac- 
counts because these accounts 
could afford to spend more when 
offered more service in the form 
of money-making advertising ideas. 
Local agencies could lower their 
present fees. 

Agencies would bring in new 
business untapped by any medium 
for want of sound merchandising 
ideas. 

Agencies could take a heavy 
overhead load from the present 
sprawling newspaper commercial 
staff. 

Newspapers would have strong, 
objective “friends in court” that 
could tell their story much more 
effectively than newspapers, them- 
selves, could. 

We think it’s worth a try. 

Scorr HENDERSON, 

Scott Henderson Advertising, 

Tucson, Ariz. 

+ * * 


Missed T’Issue Pun, He Says 
To the Editor: You missed a 
wonderful opportunity to pun in 
your “Doeskin” story on Page 1 of 
the July 14 issue. 
I would have preferred seeing: 
Fair Trade News 
DOESKIN TAKES 
KLEENEX T'ISSUE 
for Price Cuts 
Thank you. 
Victor GELB, 
Account Executive, Ohio Ad- 
vertising Agency Inc., Cleve- 
land. 


Dealers Don’t Take Advantage 
of Benefits? Crosley Finds 

To the Editor: We note with in- 
terest and some disappointment 
your article in the June 20 issue of 
ADVERTISING AGE Page 3, entitled 


“Appliance Makers Do Little to 
Help Their Dealers to Greater 
Sales.” 

Not being in the sales depart- 
ment we will not question that 
portion of the article dealing with 
sales, except to say that we con- 
stantly hold meetings in the field 
to which we invite dealers. It has 
been my experience, for over 25 
years, that the dealers who do most 
of the complaining never go to 
these meetings; if they attended 
| the meetings, which are held pri- 
marily for their benefit, they 
would know more about the prod- 
uct. 

Service meetings also deal with 
|product features, and the dealer 
}could learn more about how the 
|appliances are made and how they 

work as well as how to service 
; them if he attended. These dealers 
|who most generally register the 
| greatest amount of complaints are 
|those who make themselves con- 
|spicuous by their absence at such 
meetings. 
As to the issue raised by Mr. 
men relative to the “purchase 
of a 10¢ knob,” it may interest you 
|to know that Crosley service de- 
partment has just concluded a con- 
| test on the sale of service supply 
parts in which we gave out $4,500 
in prizes. We would hardly dis- 
courage anyone purchasing parts 
when we spend that much money 
to promote the sale of parts. 

We have checked-~ personally 
with our distributor on this com- 
plaint by Mr. Samson, and find 
that he is not interested in pur- 
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which they are qualified to replace 
in appliances; consequently we are 
constantly being besieged by users 
who have to appeal to us to get 
the dealer to furnish the parts 
which we and the distributor have 
available. 

It might also interest you to 
know that our distributor has of- 
fered to repair the few refrigerator 
units Samson has in question, free 
of charge even though they are out 
of the five-year warranty. Mr. 
Samson has refused to accept such 
assistance, which would readily 
show that he has no justified com- 
plaint. 

We are writing you the details of 
this, since the article is certainly 
very misleading. It is discouraging 
to a company that is spending 
money trying to get parts into the 
hands of the dealers, to have them 
say they can’t get them from us 
and have such statements pub- 
lished. Nothing could be farther 
from the truth. 

R. H. SCHNEBERGER, 

General Service Manager, 

Crosley Division, Avco Mfg. 

Corp., Cincinnati, O. 

2 + * 
Generations’ Don't Jib2 

To the Editor: ! enjoyed the ad- 
‘oit play on pictures and words 
which Paul Jones whisky has been 
using for its Life ads until I ap- 
plied Applied Mathematics. 

They talk in terms of Paul Jones 
being a favorite for five genera- 
tions, yet obvious on the label and 
the logo are the words “Since 
1865.” 

Now even I (who flunked math) 
\figured that not by the widest 
|stretch of the computation could 
more than 87 years be exacted 
since 1865. And Noah says a gen- 
eration is “the ordinary period of 


chasing service parts; he is inter- 


ested in cutting open refrigerator | py 


units. Were dealers competent to 
render such service, we would be 
happy to have them do so. We are} 
10t interested, however, in having 
lealers attempt such service oper- 
itions which they are unqualified 
to perform, and which can be done 
only by shops equipped to render 
such types of service. We have 
such a shop in our Milwaukee dis-| 
tributorship convenient to Mr.) 
Samson. | 

It is very discouraging to see} 
such misleading statements quoted 
in your paper. Dealers, on the 
whole, do not purchase or carry an 
adequate supply of spare parts 


time at which father is succeeded 
y child...about 33 years.” 

So that either makes Paul Jones 
just 2% generations old or this 
fine whisky has been catering to 
\7.4-year-old generations, which 
makes for pretty young daddies. 

Eric STIGLER, 

Schwimmer & Scott Inc., Chi- 

cago. 


Remember 


WM. F. RUPERT 


Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for over 55 years 
90 Fifth Ave., New York 11 
OR 5-3523 


When you 
eed 


n 
RECENT 
BIRTH 
LISTS 


> 


a 


mitted 


Is it the final copy, layout 
nd art? Is it the final proof sub- 


for okay? Or is it the thousands 


or millions of printed impressions for 


which the advertiser pays? We say it is the 


latter, and this is why we take great pains to make 


photoengravings, adapted to each publication, that will 


produce fine finished adv 


vertisements. 


COLLINS, MILLER @& 


207 NORTH MICHIGA 


HUTCHINGS, INC. 
N AVENUE + CHICAGO 1 
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OCTOBER STARTS THE 


NEW 7”x 10” ADVERTISING PAGE 


CURRENT RATES APPLY ON 
OCTOBER—NOVEMBER—DECEMBER ISSUES 


BO BIGGER THAN EVER 


HE first issue of the big, new Progressive Grocer 

will be its giant March-of-Progress issue . . . in 
October. Encyclopedic in scope, challenging in pic- 
ture and text, it will present, as only the editors of 
Progressive Grocer can, the big, exciting picture of 
America’s greatest industry —the food industry. 

Penetrating, informative, authoritative—it will 
be read and re-read for many months to come by 
all seriously concerned with the mass selling of 
products in the food industry. 

Against this background of intense reader in- 
terest, already the nation’s top food companies are 
making plans to tell the story of their march of 
progress, their contributions to the big food in- 
dustry, their plans for bigger, better mass selling. 

They will use the March-of-Progress issue, with 
its new large 7” x 10” page size, and at the old low 
rates, to tell in major advertising presentation their 
own big food industry stories. You will want to 
plan now to take advantage of the retailer interest 
in this exciting issue to tell your story of progress 
too—and at the same low page rates. 


Only Progressive Grocer can surround your ad- ‘ 


vertisements with so many exciting stories. These 
few are typical: 

Who's getting the business and why? A factual report 
that retailers—and everyone—can understand and 
use. 

What modern food merchandising has done to modern 
living. A brilliant analysis by one of America’s top- 
flight women writers. 


WITH PROGRESSIVE GROCER 
IN THE BIG FOOD INDUSTRY J 


we 
of 


World’s most dynamic merchandising. Why mass food sell- 
ing leads all other forms of retailing. 


A week in the life of o super market operator. A vivid and 
useful picture of America’s most complete business 
executive. 


How chains have contributed to better retailing. Their 
beginnings, their progress. Historic points in the progress 
of A & P and others. 


Food store stocks treble in 25 years. Growth of the new 
“general store”. 


America’s finest new stores. Where they are—who owns 
them. 


These articles and mahy more, prepared as only the edi- 
tors of Progressive Grocer can cover the food industry, 
will guarantee top readership by America’s top volume 
retailers. 


@ Only a few weeks ¢ 

© closi 
on September 10th. Make hn 
Plans now to take advantage of 
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this major op 

Portunity .. . in the 
new bi 
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FOOD BUY 


ica’s basic food market 


New York food retailers, who demand immediate over- 


the-counter results, place more advertising in the Journal- 


American than in the two other evening papers combined; 


more than in all four morning newspapers combined 


ET’S stick to essentials! While women exercise a 

high degree of influence on the purchasing of 
almost all consumer goods, buying food for their 
families is a virtually uncontested function. 

To reach New York housewives, retail grocery 
advertisers overwhelmingly prefer the home-going 
Journal-American. Carried home to the women in 
42 of every 100 families who read a metropolitan 


evening newspaper . . . 123,000 more than the second 
evening paper; 290,000 more than the third ... the 
Journal-American is the center of influence during 
the leisure hours of evening when women have time 
to plan their purchases. 

Use the basic paper in the basic market! 
PRE-SELL New York's largest evening audience 
through the home-going Journal-American. 


ae “A BEARST NEWSPAPER” 
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Along the Media Path 


e@ National Newspaper .Week will 
be celebrated this year Oct. 1-8. 
All newspapers have been asked 
to stress the _ themes dur- 
ing the week: Oct. 1, “Your Right 
to Know Day”; oe 2, “Editorial 
Day”; Oct. 3, “Advertising Day”; 
Oct. 4, “Newspaper Boy Day”; 
Oct. 5, “Religion and the Press 
Day”; Oct. 6, “Employes’ Day”; 
Oct. 7, “Newspaper Readers’ Day”; 
Oct. 8, “Community Day.” Chair- 
man of the event this year is Theo- 
dore A. Serrill, general manager 
of the Pennsylvania Newspaper 
Publishers’ Assn. 


e The Gazette, Charleston, W. Va., 
published a special front page 
July 4 to show its readers how the 
press would look under a dictator- 
ship. Reporters rewrote the top 
news stories of the day and these 
were run under the logo, “The 
State Newspaper.” A banner head- 
line read: “Murray To Hang For 
Steel Strike.” The weather forecast 
said: “Premier Truman orders 
rain.” Readers had a chance to 
check these versions against the 
originals, which were run in the 
usual Page 1 style on Page 12. 


e Advertisers who want a quick 
guide to the expanding southern 
farm market can get it from Pro- 
gressive Farmer, which has pre- 
pared a folder using latest gov- 
ernment statistics on farm size, 
income, expenditures, etc. Break- 
downs by state and county are 
available. 


e@ Chain Store Age has published 
its 19th annual Grocer’s Manual 
issue. The 426-page issue, largest 
in the history of the magazine, 
contains listings and descriptions 
of more than 2,000 lines of mer- 
chandise sold in chain food stores. 


e@ American Hairdresser has initi- 
ated a drive to get more trained 
personnel available for work in 
beauty shops. Prime objective right 
now is to work for revision of 
state laws which require unduly 
long periods of study. An industry- 
supported ad program is planned 
for later in the year. 


e As an added attraction for ad- 
vertisers, the Philadelphia In- 
quirer is offering space which runs 
under a full-color comic strip 
every Monday. The new comic 
series is Walt Disney’s Treasury of 
Classic Tales. It occupies half of 
the back page, skyline, with the 
other half available in R.O.P. color 
at regular color rates. Ad space is 
not limited to one advertiser. Mc- 
Cann-Erickson made four initial 
insertions for Del Monte. 


e “A 2% Billion Dollar Market” 
is a new 36-page fact book pub- 
lished by Fueloil & Oil Heat. The 
illustrated book contains statistical 
data on the oilheating and fuel- 
oil market, plus a chapter on the 
history of the industry. 


e@ The Times Herald, Port Huron, 
Mich., recently took 150 merchants 
on its 10th annual tour of Michi- 
gan’s Thumb District. The busi- 
ness men visited industrial plants 
and farms during the all-day tour 
and a program was provided show- 
ing Times Herald circulation in 
the towns visited. 


e@ The typical reader of Esquire is 
39 years old, has an annual in- 
come of $10,472 and is in the 
executive - professional - proprietor 
class. These and many other facts 
about Esquire readers are con- 
tained in a 36-page subscriber sur- 
vey just published by the maga- 
zine. The report is the first in an 
ll-part series. The remaining 10 


surveys will have data on specific 
products related to the man mar- 
ket. 


show national advertisers 
what they can buy locally, KRON- 

V, San Francisco, produced a 
30-minute film presenting a num- 
ber of its own programs. Free & 
Peters, station representative, 
showed the film to admen in New 
York. 


e To 


e@ Market data on Negro families 
in New York City will be available 
next month in a new study to be 
released by the Amsterdam News. 
Free copies can be obtained on re- 
quest. 


e Latest presentation by the 
Broadcast Advertising Bureau is 
“Listeners on Wheels,” a report on 
car radios. The BAB points out 
there are 24,500,000 automobiles 
equipped with radios and that 22% 
of all U.S. radio sets are now in 
cars. 


e Male 


and Stag, magazines pub- 
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lished by Martin Goodman, are 
now being published monthly and 
have been audited for the first 
time by the ABC. Their circulation 
guarantee is 800,000. 


e@ Product Engineering is now pre- 
paring its annual handbook of 
product design. The handbook will 
be published in October, with ad- 


| vertising accepted up to Sept. 2. 


e Fairchild Publications reports 
that three of its publications— 
Daily News Record, Retailing 
Daily and Footwear News—each 
set all-time linage records during 
the first six months of 1952. 


e WHAM, Rochester, N.Y., cele- 
brated its 30th anniversary last 
week and reversed the usual pro- 
cedure by giving birthday presents. 
Without any advance notice to ad- 
vertisers or agencies, the station 
sent all clients who had previously 
bought time during the week a 
30% bonus of free time for every 
dollar spent. 


e@ The Post, Salisbury, N.C., has 
published its 1952 brand prefer- 
ence survey of foods. Covering 862 
Salisbury families, the survey was 
made by giving a questionnaire to 
every public school student to take 
home. Some of the brand leaders 
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are Armour (in bacon, canned 
meats and ham), Duff (in roll, 
gingerbread, muffin and corn- 
bread mixes), Maxwell House (in 
coffee), Coca Cola (in soft drinks), 
Bamby Sunbeam (in bread), Snow 
Crop (in frozen fruits) and Donald 
Duck (in orange and grapefruit 
juice). 


e American Girl reports July ad 
linage is up 35.6% over last year 
and Construction Methods & 
Equipment says its July issue has 
the largest amount of advertising 
ever carried in the ae 
pages. 


@ Weekend Picture Magazine, 
supplement carried in 18 Canadian 
newspapers, reports its circulation 
during the first three months of 
1952 was 957,384. Clarksun, Gor- 
don & Co., chartered accountants, 
did the audit. 


Jennison Leaves Joyce Inc. 


Mrs. Lillian Jennison has re- 
signed as advertising and publicity 
manager for Joyce Inc., Pasadena 
maker of men’s and women’s slip- 
pers and casual shoes, to establish 
residence in New York. Advertis- 
ing and publicity will continue un- 
der L. B. Eastman, general sales 
manager. 


| & Co., 


GROWING UP—Sparky, the D 


puppy 


lected for the Advertising Council's 


home fire prevention campaign, is now five months old. Plans are afoot for a big 

birthday party later this year. The planners are Stonley F. Withe, advertising and 

publicity department manager, Aetna Life Affiliated Companies, and Percy Bugbee, 
Assn. 


Nati 


| Fire Pi 


general ger, I 


Nielsen Co. Appoints Evans 

Edward F. Evans, formerly re- 
search account executive for Ted 
Bates & Co., New York, has joined 
A. C. Nielsen Co. in an executive 
capacity. Mr. Evans also has been 
assistant research director of NBC, 
research director of ABC, and re- 
search executive at J. D. Tarcher 
New York. 


|hours a day as a start. Sixty per 


Stromberg-Carlson 


Bows Out of Video 
Market in Canada 


Toronto, July 22—Television 
may be coming to Canada this fall | 
(AA, July 7) but Stromberg-Carl- | 
son Co. is bowing out of the TV} 
set making business here for a| 
while. The company says the Ca- | 
nadian market is definitely lim-| 
ited, even with TV in the offing. 

Stromberg has leased its Ca-| 
nadian TV facilities and space to} 
Motorola Ltd. | 

Sales this year for the entire 
industry in Canada are higher than 
last, but not by much, the com- | 
pany says. There were 8,329 sets 
sold in the first two months of 1951 | 
and 8,477 for the same period in| 
1952. Inventories on Feb. 29 came} 
to 29,292 sets. | 

Total sales last year were 39,185 | 
against the 50,000 the industry ex- 
pected. Stromberg cannot see any | 
greater market potential than 78,-| 
000 sets in the first full year of Ca-| 
nadian TV. 


@ At present, about 80,000 sets 
have been sold, mainly in the 
Windsor and Toronto-Hamilton | 
areas on the strength of U. S. sig- | 
nals. Toronto-Hamilton already 
has 35,000 sets tuned to Buffalo. 
Stromberg thinks that the To- 
ronto people who really want TV 
already have it. They don’t think 
anyone there will buy a set for 
three additional hours. The pros- 
pect, as Stromberg sees it, is worse. 
Montreal! has had little or no pre- 
Canadian Broadcasting Corp. TV 
buildup. It has little or no U. S 
fringe-area reception. Montreal, 
like Toronto, is going to get three 


cent will be in French; 40%, or one 
hour and 12 minutes, in English. 

Stromberg is going to wait and 
see what happens. 


General Tire & Rubber Gains 
Control of Crosley Motors 


Powel Crosley Jr. retired from 
Crosley Motors Inc., Cincinnati, 
where he was president-treasurer, 
on July 17. He has announced that 
General Tire & Rubber Co., Akron, 
has acquired the majority stock in- 
terest in Crosley Motors. Mr. Cros- 
ley’s brother, Lewis, has been 
elected treasurer and retains his 
post as v.p. 

W. O'Neil, president and gen- 
eral manager of General Tire, said 
an agreement had been made to 
acquire 317,077 shares of $6 per 
share common stock of Crosley 
Motors. The exchange includes 756 
shares of 3%% second preferred 
stock of General Tire, equal to 
20¢ a share for the Crosley stock. 


Directory Lists Dentists 


The American Dental Assn., Chi- 
cago, will issue a directory in De- 
cember, 1952, which will list an 
estimated 85,000 members of the 
profession. The new publication, to 
be issued annually, beginning with 
the 1953 edition, will be available 
at a cost of $6 if ordered by Oct. 1 
and $7.50 afterwards. 
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Democrats Come to 
Denver After Rush 
Start of KFEL-TV 


Denver, July 23—The Demo- 
cratic convention was telecast in 
Denver this week over KFEL-TV, 
the first new station to take the 
air in the U.S. since the lifting of 
the Federal] Communications Com- 
mission's three and one-half year 
freeze. 

The first television signal ever 
sent in Colorado was flashed out 
at 8:15 p.m. last Friday, July 18 
just six hours after the FCC 
granted a 60-day temporary per- 

“d mit and only one week after a 

construction permit was granted. 

; The test picture—an unmoving 
tae pattern of circles and lines and an 
ie Indian head—was picked up on 
sets in Denver and as far away 
as the Greeley-Windsor area. Pre- 
viously, Denver had been the larg- 
est non-TV city in the nation 


® Gene O'Fallon, station owner, 
a'so announced that KFEL-TV had 
signed a temporary affiliation con- 
tract with NBC-TV. The new Den- 
ver station picked up the network’s 
Che convention programs and also will 

carry NBC's All-Star football game 


program in August and the “Stu- 
dio One” dramatic show 

There was no indication whether 
this will lead to a permanent af- 
filiation with NBC. KFEL radio is 
a Mutual affiliate. 

Radio Corp of America ran a 
virtual air lift from its Camden, 
N.J., plant in order to get KFEL 
into operation with a minimum of 
delay. After the FCC gave the go- 
ahead to construction, RCA flew 
transmitters, antennae and per- 
sonnel to Denver via Flying Tiger 
Lines. 


@ The station's first signal was 
flashed from a 500-watt transmit- 
ter and 25-foot antenna atop Look- 
out Mountain, 2,400 feet above 
Denver’s mile-high altitude. The 
station also likes to boast that its 


transmitter is only 1,000 yards 
away from the grave of Buffalo 
Bill. 


By the end of August the station 
expects to be operating from a 
two-kilowatt transmitter and a 
six-section super-turnstile anten- 
na located 778’ above the ground. 
KFEL-TV also is planning to use 
a 56.5-kilowatt transmitter by 
February, 1953. This would be the 
largest transmitter power in the 
nation. 

The introduction of television in 


te ‘ ok { al SB pa & 
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SAFETY SPARKPLUGS—A “Crusade for Traffic Safety” will break in Chicago Aug. 5, 

sponsored by the Citizens Traffic Safety Board. Among the many advertisers and 

agency men sparking the campaign ore (left to right) Ray Weber, assistant ad 

manager of Swift & Co.; Wesley |. Nunn, ad manager, Standard Oil Co. (Indiana); 

Franklin D. Sturdy, director of the traffic safety board, and Sidney A. Wells, v.p. 

of McCann-Erickson. Volunteer admen may still enlist by calling John Willem, v.p. 
of Leo Burnett Co., Chicago. 


Denver has resulted in heavy pro-, at the Information Center for the 
motion—and increased sales—of United Nations, 22 E. 46th St., New 
TV sets. Early last week, while York 17. Hours are from 10 a.m. 
KFEL’s application was still pend- to 5 p.m., Monday through Friday. 
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Time’s 6-Month Net 
Reaches $4,215,600 


New York, July 22—Time Inc. 
for the first six months of 1952 
earned net profits, after taxes, of 
$4,215,600 compared with $3,263,- 
| 100 in the first half of 1951. 

Roy E. Larsen, president, told 
stockholders in a semi-annual 
|statement today that revenues 
from subscriptions, newsstand 
sales, advertising, book sales, and 
film rentals and sales totaled $78,- 
377,000 against $70,599,900 in the 
first six months of ’51. 

Production, distribution, selling, 
| editorial and general expenses of 
|the company, publisher of Time, 
| Life, Fortune and the Architectural 
|Forum and House & Home edi- 
| tions of Magazine of Building, and 
|producer of the March of Time 
movie and television productions, 
aggregated $70,961,100 against 
$64,362,800 in the like period of ’51 
| Operating profits of $7,415,900 
compared with $6,237,100 in the 


| first half of ’51. 


Jerrold Appoints Sidney Shlak 
Jerrold Electronics Corp., Phila- 
delphia, has named Sidney R. 
Shlak Co., Philadelphia, to direct 
its advertising and public relations. 


ing, RCA ran full-page ads in the) 
Denver Post and Rocky Mountain 
News announcing the service pol- 
icy of RCA and warning future 
purchasers to be wary of old- 
model sets which may have been 
brought into the area by fly-by- 
night dealers. 

Trade reports estimated that 
1,500 to 4.000 sets were sold in the 
weel: which ended with the 
launching of KFEL-TV. It is pre- 
dicted that 60,000 sets will be in 
use by Denver viewers before the 
end of 1952. 


Incorporate Canadian Agency 

The advertising agency business 
conducted for over 32 years by 
Thornton Purkis, Toronto, is being 
incorporated and will be known as 
Thornton Purkis Ltd. W. George 
Akins, who continues as president 
of Walsh Advertising Co.. is now 
a v.p. and director of Thornton 
Purkis Ltd. Gladys Race, who has 
been a partner in the latter agency 
for some years. will be a v.p. and 
director. J. J. M. Simnson is sec- 
retary-treasurer, and Mary Mitch- 
ell, assistant treasurer. There is no 
change in the administrative or 
executive personnel. 


Kaiser-Frazer Exo1nds S1les 


Kaiser-Frazer Corp.. Detroit, has 
expanded its field sales divisions 
from four to seven. Headquarters 
for the new divisions will be in 
Atlanta. Chicago, Dallas, Detroit, 
New York, San Francisco and 
Washington. General sales mana- 
for the new divisions are 


gers 
Frank J. Brosnan, northeastern; 
J. R. Davis, eastern; R. E. Duffy 


Jr.. southern: E. W. Berger, cen- 
tral: C. P. Noonan, midwestern; C. 
W. Brinstead, southwestern, and 
K. S. Moyer, western. 


Forms Willis Advertising 

A new agency, W. A. Willis Ad- 
vertising. has been formed at 220 
Richmond St., W.. Toronto. Wil- 
liam A. (Bill) Willis, for the past 
five years with J. Walter Thomp- 
son Co., Toronto, heads the new 
agency. Among the accounts to be 
handled by the new agency are 

m. Wrigley Jr. Co., Toronto; De- 
Laval Co., Peterborough, Ont.; 
Gruneau Research Ltd., Toronto; 
Cardinal Homes Ltd.. Toronto, and 
Dolphin Craft Ltd., Georgetown. 


‘Life’ Names Woolley 

John E. Woolley, advertising 
manager of Life International’s 
English edition, has been appointed 
advertising director of both the 
English and the new Spanish edi- 
tion of Life International. Mr. 
Woolley has been with Time Inc. 
since 1935. 


UN Research Available 
Researchers looking for the latest 

United Nations economic and sta- 

tistical publications may find them 
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Advertising Age, July 28, 1952 
Neiman-Marcus Wins 
Paid Apology trom 
Crown Publishers 


Datias, July 22—Neiman-Mar- | 


cus, department store, has accepted 
public apology in coast-to-coast 
newspaper ads and individual !et- 
ters of apology to more than 1,500 
employes as settlement in its libel 
action against the publisher and 
printer of “U.S.A. Confidential.” 

The store’s $7,500,000 suit 
against the authors, Jack Lait and 
Lee Mortimer, continues. 

Crown Publishers Inc., Nathan 
Wartels, Edward C. Delafield, 
Lester Wartels, Robert Simon, 
American Book-Stratford Press 
Inc. and Sidney Satenstein sought 
separate and out-of-court settle- 
ments in the suit which named 
them defendants along with the 
book’s authors. 

The public apology will run in 
half-page ads in the Dallas Morn- 
ing News, Dallas Times Herald, 
Los Angeles Times, New York 
Times, and newspapers in Fort 
Worth, Houston and San Antonio. 

The objectionable material re- 
lating to Neiman-Marcus will be 
removed from all future editions 
of the book and the plates will be 
destroyed. 


RCA Creates Two Sales Groups 

The RCA tube department of 
RCA Victor division, Camden, N. 
J., has created separate kinescope 
and receiving tube sales functions 
within its renewal sales organiza- 
tion. K. B. Shaffer has been named 
manager of kinescope renewal 
sales. D. M. Branigan will continue 
as manager of receiving tube re- 
newal sales and A. G. Petrasek 
has been appointed manager of 
electronic components renewal 
sales, succeeding Mr. Shaffer. H. 
F. Bersche heads the renewal sales 
organization. 


Two Name Harshe-Rotman 

The Norge division of Borg- 
Warner Corp., Chicago, has named 
Harshe-Rotman, Chicago, to di- 
rect a public relations and publi- 
city program. The program will 
concentrate on the creation of local 
merchandising and public relations 
tools for Norge appliance dealers 
and distributors and on develop- 
ment of a national public relations 
program. Harrison Steel Cabinet 
Co., Chicago, maker of kitchen 
cabinets, water heaters, etc., also 
has appointed Harshe-Rotman. 


BBM Adds Two Members 


The Bureau of Broadcast Meas-|. 


urement has added CKPC, Brant- 
ford, Ont., its 133rd member sta- 
tion, and Dominion Stores Ltd., 


ye 
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> Relaxed Comfort, Charming Decor 
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ViSIT—After a visit to the new WCAU radio-television center in Philadelphia, New 
York agency time buyers and executives take time out for a cooling drink. Left 
to right, they are Herb Gruber, time buyer, Cecil & Presbrey, Mildred Fulton and 
Ethel Weider, time buyers, Biow Co., and Bob McGredy, sales manager, WCAU-TV. 


Names Ralph Whitehead 
Ralph C. D. Whitehead has been 
named copy chief of the sales pro- 
motion department of the Miami 
News. Mr. Whitehead has been ad- 


vertising and sales promotion man- 
ager of Gulf Oil Corp. and copy- 


writer for Joseph Horne Co., Pitts-| 


burgh, and Kaufmann's, Pitts- 


burgh, department stores. 


Harold Cabot Promotes Chille 


Kay Chille, assistant media di- 
rector, has been promoted to me- 
dia director of Harold Cabot & 
Co., Boston. She succeeds Jan Gil- 
bert, who has resigned. 


Northrup, King Boosts Massie 


James B. Massie, v.p. of the 
lawn seed division since 1948, has 
been promoted to v.p. of sales for 
Northrup, King & Co., Minneapolis 
seed organization. 


indoor Advertising of America 


4 DIVISION OF W.L. STENSGAARD AND ABSOOIATES, INC 
346 MN. JUSTINE ST., CHICAGO 7, ILL. 


DISPLAYS OF ALL TYPES AND SIZES 
DEMONSTRATIONS - EXHIBITS 


Let us bid on your next display job 
PHONE OR WRITE... NO OBLIGATION 
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Using QQIEREAARESAD for Dealerships! 


|THE AD-VER-TIS-ER, 


INC., 


FORT WAYNE, INDIANA 


GEMENT MEN ARE TALKING ABOUT.... 


evelopments come fast in the 
hemical Process Industries ...from laboratory 

to pilot plant to commercial production. 

That’s why management men read CHEMICAL WEEK 

.. it’s first in the field with the news affecting 
their interests. With crisp reports and dollarwise accent, 
it’s designed for busy chemical executives. 

CHEMICAL WEEK is management’s own magazine 

...a@ must with the men who guide 
America’s fastest-moving industry. 


CHEMICAL WEEK, alone among process publications, 

is addressed to the business problems of the industry. 
That’s why it’s preferred at the management level 
...the accent is on commercial interests. 

And now, as the fastest-growing magazine in the field, 
CHEMICAL WEEK provides a high return 

on your advertising dollar 
...custom coverage of management men 
in the rich chemical process market. 


Chemical 


Week- 


A McGRAW-HILL PUBLICATION, McGRAW-HILL BUILDING, NEW YORK 36, NEW YORK 
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Ad Drive Boosts Travel to Germany 


Two-Year Campaign by 
Goerl Agency Pays Off; 
Budget Low but Rising 


New York, July 22--Germany 
ought to draw about 200,000 tour- 
ists from the U. S. this year, and 
the visitors will leave about $30,- 
000,000 

This represents a sharp in- 
crease from; say 1949, when only 
38,000 Americans went to Germany 
for any but military reasons. Sig- 
nificantly, the total number of 
Americans going to Europe in 1952 
is around 350,000, and Germany 


will be visited by more than 60% 
Of the 250,000 who went 
only a 


of them 


to Europe in 1949, com- 


Travel Poimers. If you have not yet 

sent in your request, do it right now. The 
binder is available to authorised travel 
agents and transatlantic carriers in the U.S.A, 
Canada, U.S. territories and possessions. 


GERMAN 


TOURIST INFORMATION OFFICE 
11 West 42nd $0, Mew York 18, Mv. - 


417 thertat Breet N27 A Dearborn Sree 
tar Froncme S Col Aeemge 2 


ADE TACTIC—The 2,400 travel agents 

p the U. S. and Canada were approached 

with copy like this GTO’s news bulle- 
tin 


Wis easy to use! - 


It’s versatile! 


I'll last. and last! 


The 
ORDWAY 
Vinyl! Plastic 
TYPE 
GAUGE 


Two simple, open 
faces (front and back) 
for convenient line 
and character count 
and also Elite or Pica 
typewriter character 
count. Transparent 
reading guide. Size 
2%" wide x 15'%" 
long. Price, $2.00, 
postpaid. 


™ 
wh eo™ 
“> > pt’ 
wor" 
pond B. Carroll Co.-——-— 
| 321. N. Albany Ave. Chicago 12, Ill. | 
1 Gentlemen: | 
! fosi heck [) M.O. i t 
Pe emenee ade hee hm md 
! Gauges @ $2.00 each. | 
Nome —s 
Company ! 
SS asniimekens © 
—— ———————— ey 
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parative handful went to Ger- 
many 

This increase of 425% while the 
total increase in travelers rose 
only 40% is in part an advertising 


story. 


s The competition for the Ameri- 
can travel dollar is keen, and 
many new countries (South Afri- 
ca, New Zealand, Iceland, etc.) 
are scrapping for their share along 
with the prewar bidders. In New 
York alone there are 43 tourist 
information offices, each aimed at 
building travel to the country or 
region that supports it 

The German tourist promotion 
in America stems from the Ger- 
man Tourist Information Office 
in New York, which has Chicago 
and San Francisco offices. It was 
established and is maintained by 
the German Tourist Assn. in 
Frankfort, a federated group of 
regional tourist organizations, 


railways, authorities and 


hotels. 


postal 


@ It opened its New York office 
in February, 1950, and started 
looking for an advertising agency 
and public relations counsel. The 
budget was tiny—$12,000—but a 
number of top-notch companies 
pitched for the account, attracted 
by the prestige value. It wound 
up with Stephen Goerl Associ- 
ates, which still has it. 

The first target was the 2,400 
travel agents in the U. S. and Can- 
ada, who buy tours from whole- 
salers. About 20 companies dom- 
inate the wholesale field, and 18 
of them belong to the Conference 
of Tour Operators (some also sell 
retail). The retail travel agents 
belong to the American Society of 
Travel Agents. 


® The objective was to convince 
the wholesalers to include Ger- 
many in their group tours, and the 
retailers needed preselling on Ger- 
many so that it could be resold to 
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ure in German costume, and the 
theme was “See You Again in 
Germany,” which implied that the 
country was in- 
deed ready to re- 
ceive tourists. 

The campaign 
hit; the staff of 
the New York of- 
fice was doubled, 
and branch of- 
fices were opened. 
Trade ads, di- 
rected at agents, 
were business- 
like. For instance, 
“We got this idea 
from a travel agent,” said an ad 
which explained how an agent or- 
ganized a group of travelers go- 
ing to a trade convention in Ger- 
many, and the copy included a 
calendar of similar events. 

The 1951-52 budget was doubled 
—up to $25,000—but still was frac- 
tional in comparison with com- 
petitive countries in Western 
Europe. Newspapers in Chicago 
and San Francisco were added, and 


their prospective clients. 

s A monthly news bulletin—Ger- 
man Travel Pointers”—was started 
and has been continued, and a 
stream of timetables, tariffs, ho- 
tel guides, etc., were channeled to 
tour organizers and agents. 

Most of the travel folders are 
printed in Germany because it’s 
cheaper, but the copy is edited and 
rewritten by Goerl. The amount 
of literature sent out is restricted, 
with the GTO sending out samples 
of new booklets, with provision 
for reordering. The agent—whose 
baskets are brimming with travel 
material—has liked the arrange- 
ment, and GTO has saved money. 


Stephen Goerl 


8 In planning the original adver- 
tising, Stephen Goerl had two 
problems—a tiny budget, and the 
fact that much of Germany was 
still in ruins. The first campaign 
was confined to New York news- 
papers—which cover the most 
concentrated travel market—and 
to Holiday. The small-space ads 
were dominated by a human fig- 


Ist GRAND 
PRIZE 


1953 CADILLAC CONVERTIBLE 


Two-week Bermuda Vacation for 2—Luxurious cabin on 
Furness Line’s Queen of Bermuda, New York to Hamilton 
and return; 9 days, with meals, at palatial Princess Hotel; 


private car and driver for sight-seeing. 


\— 


Vé 


- JUST ANSWER THESE 
15 QUESTIONS FROM 


First 1952 COSMO-QUIZ for 
Now You Can Win a NEW 


.-»A DELUXE BERMUDA VACATION FOR 2, or 


(IMustration Shows 1952 Model) 
WITH POWER STEERING 
3rd GRAND PRIZE 


Admiral TV-Radio-Phonograph Combination — Exquisite 
cabinet in Blonde or Mahogany finish. 21” TV Screen; Built-in 
Roto-Scope Antenna; Dynamagic Radio; Triple-play Auto- 
matic Phonograph; Generous space for record albums. 


9. Pg. 70. The Rossen girls played 
around with: 
a. Leif and Nels 
b. Alphonse and Jacques 


10. Pg. 156. The Vegetarian Party’s 
presidential candidate is a: 


. c. Suliman and Ali 
d. Genrin and Jorge 


/ ‘ 4 
\ . | a. lawyer c. farmer 
AUG. COSMOPOLITAN — . ) b. butcher d. retired general 
Page numbers in italics tell you where in Cosmopolitan ,/ _ i. Pé. 58. Joan Bishop, ex-Quiz Kid, 
you'll find the beginning of the feature on which the f/ 1S now a: 
N question is based. y a. professional singer c. trapeze artist 
. cay — 4 b. hash slinger d. teacher 
: a somes? — 12. Pg. 133. Willie Wexler hid the 
JAA = Be acy cme e “tip-off” notes in: 
1. Pg. 64. Miguel gave Thad Thorpe: 5. Pg. 108. While waiting at Holling- _" pr old onken bucket c- Mabel's room 
©. tain ¢: thats head’s office, Danver read: Be ino d. the grandfather clock 
b. a horse d. ten bucks a. The National Geographic c. London Punch 13. Pg. 62. Davidsen’s new #173 


2. Pg. 15. Will Rogers, Jr., enlisted 
in 1943 as a private and came out a: 
c. first lieutenant 
d. sergeant 


a. private 

b. colonel 
3. Pg. 100. The first movie Pat saw 

after he got out of stir was: ° 

a. “My Six Convicts” c. “Detective Story” 

b. “Stow White” d. “Mr. Belvedere” 

4. Pg. 22. Julie Harris, sensational 
new stage star, learned most by watch- 
ing: 

a. Laurence Olivier 
b. Helen Hoyes 


c. Katherine Cornell 
d. Mickey Mouse 


b. Superman d. Krockodil 

6. Pg. 52. Dave Foy made page 1 
with a photo of: 
a. quadruplets 
b. a plane crash 


c. @ stick-up 
d. a 2-headed calf 

7. Pg. 122. Among carnival people 
a fake freak is called: 

o. “hyped” c. “congoed” 
b. “gafted” d. “gimmicked” 

8. Pg. 6. In New York’s huckster 
set, Martinis made with vodka are re- 
puted to: 

a. ease stomach uicers cc. leave no breath taint 
b. cut down smoking d. stimulate the brain 


sandwich, the “Cosmopolitan”, is made 
with: 

@. caviar and ice cream 
b. chicken and oysters 


c. shrimps and lettuce 
d. liver and bacon 


_14. Pg. 74. The girl Buzz saw in the 
night club had: 


a. a lisp 
b. platinum hair 


c. knock-knees 
d. green eyes 


15. Pg. 44. After Nancy’s first stage 
appearance she: 


a. kissed a stagehand c. bit the bishop 
d. cried for her dadd/ 


b. went on a binge 
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38 untorgeriabie experveme 


Pewee 


tow i Germany your 
dolla: buys more than pow think 


Comsmlt your travel agent 
be, free advwe 0 of great value 


GERMAN "ee 


1) Wet 4and Se, New You NY 


Cheage + San Framcone 


SWITCH—At left is the German Tourist Office’s 1951 copy, stressing that “51 is 
Music Year in Germany.” At right is the scratchboard techniave employed in na- 
tional magazines and newspapers of three cities. Stephen Goerl Associates is the 
agency. 


quarter and third-pages appeared 
i in Holiday, Newsweek and The 
New Yorker. 


from standard travel stuff and be- 
cause it showed up well in news- 
papers. 


@ Public relations had its prob- 
lems. Not a few newspapermen 
could remember Germans in ME- 
109s, Tiger tanks or E-boats. So 
the agency took extreme care in 
releases—and adapted the same 
technique used with travel agents. 
Brochures of pictures were sent 
to editors, 
make a selection, and these were 
sent in the quantities needed. 
The success of the effort—the 
next budget will be in excess of 
$55,000—is a source of satisfaction 
to Stephen Goerl. No stranger to 
the travel business, Mr. Goerl was 
in charge of the Hungarian Tourist 
Office until he resigned Dec. 8, 
1941. Thereafter he worked with 
the Free Hungary Movement, did 
an Army hitch, worked briefly for 
Young & Rubicam, became adver- 


Scratchboard illustrations were tising manager of Buckley, Dunton 
used instead of photographs, both & Co. (whose account he has), and 
because it differentiated the copy opened his own agency in 1948. 


who were asked to! 


John H. Dulany & Son 
Starts Newspaper Drive 


John H. Dulany & Son, Fruit- 
land, Md., producer of frozen and 
canned foods, launched a regu- 
lar newspaper campaign in all 
principal distributor point cities 
on July 24 to replace its radio net- 
work show for the summer. Each 
ad will feature a recipe. 

“We decided on the recipe tech- 
nique,” Roger M. Kirk Jr., sales 
manager, said, “because of the 
many inquiries received from con- 
sumers and because all 


show that the reader interest is 
there. For example, in one city 
a recent reader-interest survey 
showed that 85% 
readers of the newspapers glanced 
at recipes in newspaper ads and 
54% read the recipes thoroughly.” 


W. Earl Bothwell Inc., New York, 
| is the agency. 


Torsion Names Michel-Cather 

Michel-Cather, New York, has 
been named to handle advertising 
for Torsion Balance Co., Clifton, 


N. J., maker of laboratory scales. 


“EMPLOYEES OF NATIONAL ADVERTISERS and THEIR AGENCIES. 


CADILLAC CONVERTIBLE 


..oA SUPER-POWER ADMIRAL TV-RADIO-PHONO COMBINATION! 


plus one of these 


303 MONTHLY PRIZES EACH MONTH FOR 3 MONTHS 


2nd MONTHLY PRIZE 


Two-piece matched set of Platt Guards- 
man (for him) or Airess Drum Series 
(for her) top-grain cowhide luggage.* 

*Or your choice of equivalent merchandise values from Belnap & Thompson prize book. 


SO’S YOUR FAMILY! 


... if you work for a National Advertiser or an accredited Advertising Agency with national accounts. 


HERE’S ALL YOU HAVE TO DO...I#’s EASY! It’s FUN! 


3. Write in BOTH your name and the name of contestant whose 
business connection makes you eligible, if you are competing as 
a relative of an eligible person. 


1st MONTHLY PRIZE 


| Complete home movie outfit—Revere 
8 MM camera and silent projector, plus 
Radiant 40” x 40” screen and tripod.* 


YOU'RE ELIGIBLE! 


1. Cross out on coupon below one letter—(A), (8), (c) or (0|—corre- 
sponding to the one correct answer to each question. 


2. Complete the statement “‘I like the ‘new’, streamlined Cosmo- 
politan because ..."’ in 25 additional words, or less. 


4. Mail this coupon on or before midnight, August 31. 


3rd MONTHLY PRIZE 
Zenith 3-speed table radio-phonograph.* 


and 300 RUNNER-UP PRIZES 


-— tere Are The < 


recent | 
reader-interest surveys definitely | 


of the women 


Contest Ru/es/ 


1. Each of this series of three monthly contests 
is open to anyone employed by a nationai adver- 
tiser (any advertiser using consumer media 
with representative circulation or coverage 
in 5 or more cities in different states), or by 
an accredited advertising agency with national 
accounts. Also eligible are husband, wife or 
children of any person so employed. The follow- 
ing are ineligible: employees of Cosmopolitan, 
its agency or its contest-judging organization— 
also employees of other Hearst enterprises. 
2. Coupon in this ad constitutes the only official 
“Cosmo-Quiz” entry blank. To enter contest, 
check on coupon correct answer to each quiz 
question. Then complete in 25 additional words, 
or less, the statement “I like the ‘new’, stream- 
lined Cosmopolitan because . . . ". Mail your 
filled-out coupon to Cosmopolitan, P. O. Box 
1707, Gtand Central Station, New York 17,N.Y. 
3. Entries for each month's contest must be 
postmarked no later than midnight on the last 
day of the month of the issue of Cosmopolitan 
on which each quiz is based. Monthly prize 
winners will be notified within 30 days following 
closing dates of each contest. Grand Prize win- 
ners will be notified within 45 days after closing 
date of final monthly contest, October 31, 1952. 
4. Individual contestants will be limited to one 
entry in each monthly contest. All entries must 
be the original work of the contestants. 

5. A Ist, 2nd and 3rd prize, and 300 runner-up 
prizes will be awarded each month on the basis 
of correct answers to quiz questions, plus the 
neatness, originality, interest and aptness of 
thought expressed in the 25 words in which the 
contestant completes the coupon statement. In 
case of ties duplicate prizes will be awarded. 
6. Winners of the three top prizes in cach monthly 
contest will be eligible for Grand Prize awards 
on the basis of their winning monthly entries. 
7. Entries in each monthly Quiz will be judged 
by the Contest Division of Richard Manville 
Research. Grand Prize winners will be judged 
by a committee of three prominent advertising 
executives serving as volunteer judges. The 
decision of the judges in all matters pertaining 
to this contest, including eligibility to compete, 
judging of entries, and awarding of prizes, shall 
be final and conclusive. 

8. This contest is subject to all Federal and local 
regulations. Entries become the property of 
Cosmopolitan and none will be returned. After 
Grand Prize awards have been announced, lists 
of monthly winners will be mailed to entrants 
sending in 25¢ in coin or stamps. 


9. Each contestant consents and agrees that 
neither the Hearst Corporation, nor the Contest 
Division of Richard Manville Research, nor any 
of their respective employees, will incur any 


HERE’S YOUR OFFICIAL ENTRY BLANK aa 


To: Cosmopolitan, P.O. Box 1707, New York 17,N. Y. 


1. 
2. 
3. 
4. 


2 > 


GOR 8A 


| like the “new”, lined C litan b 


legal liability for any negligence, error, act, or 
failure to act in the sponsoring or conducting of 
this contest or the handling, or judging, of any 
contestant's entry. 


9A & oO 
10. |} @ & 
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(Print, please) 
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Appoints D. P. Brother & Co. 


D. P. Brother & Co., Detroit, 
has been named to direct advertis- 
ing for the New Departure divi- 
sion of General Motors Corp. New 
Departure, with head offices in 
Bristol, Conn., makes ball bear- 
ings. A new campaign for the 
division will break in magazines 
and trade publications in Septem- 
ber. Previously, Albert Frank- 
Guenther Law, New York, han- 
dled the account. Brother & Co. al- 
so handles the Olds and A. C. 
spark plugs accounts for GM. 


ONE NEWSPAPER 
TORONTO DAILY STAR 


PUTS IT RIGHT 
IN YOUR LAP | 


421,121 


COPIES DAILY 


A.B.C. Publisher's Stotement, Sept. 30, 195! 
The strongest single 
Newspaper Advertising 
Force in Ontario's 
$3,500,000,000 
market 


TORONTO 
DAILY 
STAR 


80 KING STREET W., TORONTO 
UNIVERSITY TOWER BLDG., MONTREAL 
IN U.S.A.—WARD-GRIFFITH INC. 
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| What are 
} the Marketing Implications 
of the “ae 


Republican National Convention? 


The Republicans have recognized the importance of the generation of voters who have reached 


maturity since the last war. f:@e 


The nomination of Senator Nixon, the seating of newer. younger and more progressive delegations 
from Southern states, are among the many evidences that those responsible for marketing the 
Grand Old Party to the American electorate are aiming at the bulls-eye of American marketing potential. the 


under-35-year age group which thinks fastest, buys mostest. 


Why should not American advertisers recognize this same fundamental principle— 


and do something about it? 


Why continue to try to sell goods and services and political philosophies to people whose 


minds are hard to change? 
Why not appeal to fresh. receptive. young minds? 


You can sell 2.850.000 of these young minds—at the lowest cost-per-page-per-thousand of any major 


‘ magazine—through the only magazine edited exclusively for their interest. Sell . . . 


es 


THE VITAL YEARS THE VITAL MARKET 


Ss oung Adults | 


2,000,000 Circulation . . . More than 5,550,000 Readers 


America’s ONLY Mass Medium for Young Adults 
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Study of Flour Purchases 


Superlatives Overdone: Woolf 


C. M. Agrees with Mr. Breck 


History Lesson on TV 


THE NATIONAL NEWSPAPER OF MARKETING 


The Lasker Story... As He Told It 


IV 
Lasker Meets Kennedy and a New Advertising Concept 


Last week’s instalment of the “Lasker story” explained how the concept 
that “advertising is news” worked so well that in six years Lasker moved 
from a $10-a-week employe of Lord & Thomas to a one-fourth ownership 
and an annual income of $52,000. In this instalment, Mr. Lasker tells the 
most dramatic story in all advertising: How a former Canadian Mountie 
sent a note out of the blue to Mr. Thomas and thereby changed the course 


of events for Lord & Thomas and A. 


of the advertising world. 


I had been a partner in the firm about 
a year and I was sitting in Mr. Thomas’ 
office one day. We were in the Trude 
building on the corner of Randolph and 
Wabash, where Marshall Field & Co. are 
now. I was sitting in Mr. Thomas’ office 
when a note was handed to him. He 
looked at it and I remember as if it were 
this morning a peculiar expression on 
his face and he threw it over to me. The 
note read something like this: 

“TI am downstairs in the saloon,” which 
was in the corner of the building, and it 
calls back the good free lunch that went 
with it, doesn’t it? “I am in the saloon 
downstairs. I can tell you what advertis- 
ing is. I know you don’t know. It will 
mean much to me to have you know what 
it is and it will mean much to you. If 
you wish to know what advertising is, 
send the word ‘yes’ down by the bell 
boy. Signed—John E. Kennedy.” 

Thomas said to me, “Did you ever hear 
of such a name?” 

I said, “No, never, it means nothing to 
me.” 

“Why,” he said, “he is crazy. I don’t 
want to waste any time on that man.” 

I said, “Let me see him. What do you 
care?” 

He said, “All right, see him.” 

We sent down word “Yes” and Kennedy 
was shown into my office. He was one 
of the handsomest men I ever saw in my 
life. He had been a Canadian mounted 
policeman. He stood six feet full in his 
stocking feet, every inch of him muscle, 
with an eye as keen as could be in a 
man’s head, and a forehead that showed 
the student. 

We sat there until midnight, and when 
I left that room I knew what advertising 
was, and I know what it is today. It is 
exactly what he told me it was that day, 
and the whole complexion of advertising 
for all America was changed from that 
day on, and everybody today understands 
advertising, and all as a result of John 
E. Kennedy, one of the great practitioners. 


ws There was old John Powers, who did 
wonderful work. [Apparently a reference 
to John O. Powers, ad manager of John 
Wanamaker and other department stores 
prior to 1900, and later president of his 
own agency in New York from 1907 to 
1919.] There was Claude Hopkins, who 
at that time was doing wonderful work, 
whose teacher was the great John Pow- 
ers. [Claude C. Hopkins is generally con- 
ceded to have been the greatest adver- 
tising copywriter of all time. He worked 
for numerous advertisers, and was with 
L&T for 17 years, during seven of which, 
during and after World War I, he was 
president of the agency. He died in 1932.] 


D. Lasker and a considerable portion 


There was the great Gillam [Manly M. 
Gillam, who succeeded John O. Powers 
as ad manager of Wanamaker.] 

But all those men, and others—there 
were maybe four or five men in the U. S. 
who were able themselves to do adver- 
tising, because they inherently felt it 
within themselves—but none of them 
knew how to teach it and define it. Ken- 
nedy was the one man who did. He is in 
business now in Los Angeles, in the real 
estate business, as most of them in Los 
Angeles are. I don’t know that he is the 
great Kennedy of those days, but he will 
die a genius. He could have been some- 
thing; something was wrong that Ken- 
nedy didn’t become one of the great men 
of the world—I mean of the commercial 
world. 

So Kennedy said to me, “Do you know 
what advertising is?” I said, “I think I 
do,” and I told him a story, just as I told 
it to you. I said, “It is news.” I said I 
thought I knew what advertising was— 
news—just exactly as the old sailors and 
astronomers thought the world was flat, 
and thinking the world was flat, they 
had worked up a system whereby they 
had quite a world. But Columbus came 
along and showed them the world was 
round. And that is what Kennedy showed 
me. 

He said, “No, news is a technique of 
presentation, but advertising is a very 
simple thing. I can give it to you in three 
words.” 

“Well,” I said, “I am hungry. What 
are those three words?” 

He said, “Salesmanship in print.” 


= It had never before been defined in 
any dictionary or anything else. “Sales- 
manship in print!” It was that in 1905 
when Kennedy told it; it was that be- 
fore anyone had ever told me, and it will 
always be that, and nothing else. 

It doesn’t sound like very much or 
very startling today, any more than the 
great mogul locomotive of the Twentieth 
Century looked startling to me this morn- 
ing. But if I had been one of those early 
pioneers that had seen the first railroad 
in America, my mind would go back to 
the wonder of that, even when I was ad- 
justed to this. 

Kennedy at that time was employed 
by Dr. Shoop, a patent medicine man. I 
didn’t know it. I had read the advertise- 
ments and I thought they were great 
news, I remember one head, “What Tea 
Does to Rheumatics.” I wasn’t a rheu- 
matic, but it sounded to me most in- 
teresting. What would tea do to rheu- 
matics? Some day I might get rheuma- 
tism. 

You see, in those days the patent medi- 


My Book Is Free 


My treatment too—if that fails. 


But if it helps—if it succeeds, 
If health is yours again, 
I ask you to pay—85.50. 


The book tells all. 
I send it to you free 
If you but write. | 


And further, I will send the name of a druggist near 
you who will let you take six bottles of my remedy, 


Dr. Shoop’s 


On a month's trial. 
$5.50. 


Don’t Wait Until You Are Worse. 


you © demre,” Mr 
The wife of Omer Andrus, of Bayou Chicat. 
La., had been sick for 20 years 


Restorative 
135, and is ee- 
mS. G. Billingsley, of Thomasville, Ga. He 


a Set » 


Bosh moncy and suffcring might have been 
saved 


Ase Ram on aly three from over 65.000 
Such letters -many of them— 
oamnd.aineg:dag ta tne 


How much seriows Uincss the Restarstive has 
prevented | have no means of knowing, for the 
slightly ill and the ind get a 
bottle or two of their druggist, are cured, and I 
never hear from them 

But of 600,000 sick oncs—seriously sick, 

you-—-who asked for my guarantee, 39 
out of 40 have paid 

If l can nea in cases like er oP pe 

conde 40 in diseases deep-seated 
ic. tt isn’t it certain 1 ean cure th the e slightly i? im? 


If it succeeds, the cost to you is 
If it fails, the druggist will bill the cost to me. 


Restorative 


All You Need Do. 
Simply write me—that is all. Tell me the 
book you need. The offer | make may sound 
extravagant. But it isn't. It would mean 
bankruptcy to me, though, were it not for my 
discovery. That discovery—the treatment of 
the inside nerves—taught me a way to cure. 
I do not doctor the mere organs. I doctor the 
nerves that operate them—that give them 
strength and power 
And failures are seldom—so seldom that | 
make this offer gladly, freely-—so that those 
who might doubt may learn without risk. 
Tell of it, please, to some sick friend. Or 
send me his name. That's but « trifle—a 
minute's time—a postal. He is your friend. 
You can help him. My way may be his only 
way to get well 
If I, @ stranger, will do this for him, you — 
should at least write 
Drop me a postal to-day, | 

" Book 1 on 
Simply state which Sack sen ies 
book you want and Book » on the Kidneys 
address Dr. Shoop | meh al hoe 
Box 4307, Racine, Wis 


Mild cases, not chfonic, npusratonete rl 
_one or two bottles. — _At druggists’. 


ALL OR NOTHING—A full-page ad for Dr. Shoop, which appeared in the Dec. 12, 19 
issue of Harper’s Weekly. This was the kind of copy for which the patent medicine co 
pany was paying Kennedy a fabulous salary at the turn of the century. 


cine man was the great advertiser, be- 
cause advertising not having been de- 
fined, and those few who did under- 
stand it understanding it only as news, 
there was no limitation to the news they 
took. The result was that advertising was 
in tremendous disrepute. A legitimate 
manufacturer who was forward-looking 
and wanted to advertise, very often had 
to go to his banker apologetically, or 
even conspire with himself to hide pub- 
licity (if that was possible) from his 


banker. Most bankers felt in 1898 that 
any man was an unreliable manufacturer 
who advertised; he was putting himself 
in the patent medicine class; it just wasn’t 
ethical, it wasn’t being done, it was so- 
cially barred, with very few exceptions. 

How different today, when the hard 
thing is to keep the banker from exag- 
gerating in his financial statements and 
his inflated setups what advertising can 
do for a business of securities he wants 
to sell at a profit to himself! 


Next week: Kennedy—the fabulous copywriter of 1904 (when there 
were practically no copywriters, and certainly none with the kind of pay he 
was getting)—gives Mr. Lasker some private lessons in what advertising 
is all about. And Mr. Lasker discovers that “keeping your name before the 


public” is not the answer. 


Mail Order and Direct Mail Clinic... 


What Are the Essentials of a Good 
Mail Order Advertisement? 


By Whitt Northmore Schultz 

What are the requirements for a profit- 
making mail order advertisement? 

What sales tools should you employ in 
your mail order ad to bring direct sales 
for your product? 

Here, in my opinion, are the essentials 
of a money-making, confidence-winning 
mail order ad: 

1. A clear photo or line drawing of the 


product showing it in action. 

2. A headline that tersely tells of a 
specific consumer advantage or benefit, 
plus the name of the product. For ex- 
ample: “Shows When to Water Plants” 
(consumer advantage); “When-to-Water 
Indicator” (product name). 

3. Repeat the advantage in the body 
copy and again list the name. For ex- 
ample: “It’s a guardian angel that helps 
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keep your house plants healthy and 
flourishing. When-to-Water is a...” 

4. Tell what the product does as in the 
case of a dog tag ad I recently read: “Our 
tag protects your dog!” 

5. Tell what the product does not do. 
For example: “The tag won’t tarnish or 
discolor.” 

6. State size, weight, color, dimensions, 
etc. about your product. (It’s true: The 
more you tell the more you sell.) 

7. Give specific delivery information. 
For example: “Your order filled the day 
received.” 


Salesense in Advertising... 


By James D. Woolf 

It is the verdict of several newspaper 
and radio commentators that Gov. John 
Lodge delivered an outstandingly effec- 
tive speech, during the heat of the hassle, 
at Chicago's -recent Republican conven- 
tion. What he said was 
notable for its modera- 
tion and total lack of 
bombast. With this I 
agree. The words he 
said and the way he 
said them were in no- 
ticeable contrast to the 
extravagant oratory of 
many of the speakers. 

I have often won- 
dered whether adver- 
sing would lose or gain in effectiveness 
we copywriters eschewed all of the su- 
srlatives in the English language. I have 
»me to believe that simplicity and mod- 
ation in utterance, written or spoken, 
arries more conviction than exorbitance. 
Consider that great classic advertise- 
ent, the Bible. St. John needed only two 
ort words to portray vividly the sor- 
w of his Master: “Jesus wept.” And 
hapter 1 of the First Book of Moses tells 
with approximately 800 words. 
he “product” this piece of “copy” had 
» sell—a concept about the origin of the 
yorid and man—was no easy writing as- 
gnment, But, easy or not, countless mil- 
ons of people have believed this story 
and been “sold” by it. 


James D Woolf 


S story 


@ Turn now to Chapter 1 of St. Mark, 
“The beginning of the gospel of Jesus 
Christ, the Son of God...” Here is a piece 
of “copy” of about 900 words—and not a 
single superlative! And a total of only 
12 modest adjectives—clean, unclean, 
new, loud, many, little, divers, solitary, 
forty, beloved, mightier, hired. Not one, 
please note, of the adman’s thumpers 
such as amazing, gigantic, colossal, mam- 
magnificent, matchless and stu- 
pendous 

Such superlatives surely are not the 
secret of force. One important secret lies, 
I think, in connotation through the use 
of figures. Similes and metaphors, art- 
fully employed, add clarity and emphasis 
to the presentation of an idea. When in 
Job we read the simile, “My days are 
swifter than a weaver’s shuttle,” we are 
impressed with the speed of life with a 
vividness impossible of attainment with 
a direct assertion, no matter how noisy 
and extravagant its adjectives. I suggest 
par that no copywriter should fail frequently 
5 ae to consult the book of Job; he cannot help 
but see how in passage after passage ideas 
are made clear and forceful by compari- 
sons. Joyce Kilmer understood well this 
principle of beauty and force: “...A tree 
whose hungry mouth is prest against the 
earth's sweet flowing breast; A tree that 
looks to God all day and lifts her leafy 
arms to pray...” 

But of course, over and above talent 
for the work, that kind of writing calls 


moth, 
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8. Include your guarantee—and make it 
strong and convincing. For example: “You 
must be satisfied or your money instantly 
refunded.” 

9. Ask for the order. For example: 
“Send cash, check, money order today— 
items rushed postpaid to you.” 

10. Show exact price of product. “$4.95 
delivered to your home.” 

11. Include distinctive, easy-to-read 
(and write!) signature line and address. 

Next time you prepare an ad, check to 
see if you've included these essentials. 
They'll help you get across your sales 
story in a sales-winning way. 


* Perhaps for Effectiveness We Should 
oe Drop Superlatives Altogether 


for sweaty and fatiguing effort. Hyper- 
bole is so much easier. 


® Lincoln’s Gettysburg Address is pos- 
sibly old hat to some of today’s bright 
young copywriters, but I cannot refrain 
from once again pointing to it as a master- 
piece of simplicity and moderation. Lin- 
coln used only 269 words all told—and not 
a superlative among them! Says James 
Daugherty in his “Abraham Lincoln”: 
“Old Abe had sifted a handful of words 
to the November winds. They were as 
plain and gray and beautiful as the 
weathered siding of old barns and rail 
fences.” 
It is not at all impossible that adver- 
tising would gain in force and vividness 
—and in persuasiveness and credibility— 
if we copywriters were to abandon the 
use of superlatives altogether. Search 
through the old songs and lyrical poems 
that live on and on—the works of Lamb, 
Scott, Keats, Byron, Cowper, Burns, Mil- 
ton—and count the superlatives! How 
well they understood the witchery of the 
simple adjective. Consider, for example, 
this verse of Shelley’s: 
I love all that thou lovest 
Spirit of Delight 

The fresh Earth on new leaves drest 
And the starry night; 

Autumn evening, and the moon 
When golden mists are born. 


® Now let’s take a look at some current 
advertising utterances. The italics are 


mine. 

PABST: “Finest Beer Served—Any- 
where.” 

FALSTAFF: “Choicest Product of the 


Brewer's Art.” 

TEA COUNCIL: “Best Summertime 
Refresher of Them All.” 

FATIMA: “Best of All King-Size Ciga- 
rets.” 


SERVEL: “World’s Most Advanced 
Automatic Defroster.” 
FLEISCHMANN’S GIN: “America’s 


First Gin is America’s Best Gin.” 

SCHENLEY WHISKY: “If you've 
tasted today’s Schenley ... you know it’s 
the best-tasting whisky in ages!” 

ROYAL TYPEWRITER: “Royal An- 
nounces the Greatest New Typewriter of 
All Time.” 

KELVINATOR: “Amazing ‘Popsicle 
Test’ Proves Kelvinator Magic Cycle Self- 
Defrosting Keeps Your Foods Best!” 

Those examples, a random selection 
from my collection of hundreds, in each 
case set the tone of the copy. I maintain 
that such writing, because of its intemper- 
ance, is not good writing. Does it matter? 
I believe that it does. Many copywriters, 
however, do not agree with me. They ap- 
pear to believe that temperate writing is 
wasted on the so-called common man. 
Undoubtedly most people do not con- 
sciously perceive delicate shades of good 
writing. And it is probably true that they 
are not always consciously offended by 
extravagance of expression. But it does 
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The Creative Man's Corner... 
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Classical Quality 
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Beautiful Haie 
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THERE ARE THREE BRECK SHAMPOOS 
FOR THREE DIFFERENT HAIR CONDITIONS 
Whenever you bury 2 shamaoe. keep ie mind ane thought - the conditian af your hair tt is 
cither dry iy or worms! Ther are three Breck Shampore - one lor cach of these different 
has conditions. Ore Sie k Sharmene ts for dry hair Another Breck Shampoo w for oily hair. 
\ chirt Breck Shampoo is for normal hair. A Brock Shampao will eave yuor hair clean 
and (ragrant. A Breck Shampuo will help bring oot the sft, natural beauty of your hair. 


Certainly it was not the poetry of the 


were really smitten with. 


clue as to what was happening to our 


wives doing handsprings with a dish of 


if first proofs are sent to copywriters at 
than taken out. , 
This Breck advertisement did things 


citing because it was uncharted, as yet, 
the other wonder boys. One served an 


reports. 


Go ahead, say it—we’re beginning to 


The Thee Breet nsmpmes ore seotiahinst Beauty Shap: sad wharener coomatics are valk 


Mae erQetenine Sue 


This Breck advertisement, from the back cover of the June, 1952, Ladies’ 
Home Journal, did something to us which, for several minutes, we had diffi- 
culty in identifying. It struck a chord—a very agreeable chord—deep within 
us. It awakened something—something with a song of birds in it, apple 
blossoms and the sun-heated, grass-scented air on an afternoon in midsummer. 


quicker than you can say Jack Robinson. It was not the blonde, either, al- 
though she does bear some resemblance to Jean Harlow, the last blonde we 


It was the remembrance of Jean Harlow, however, that finally gave us the 


was being transported back to the days when Packard outsold and out- 
classed Cadillac. Back to the days when RCA introduced the orthophonic 
Victrola. Back to the days when cartoons, continuity technique and house- 


on three fingers were conspicuous in advertising by their very absence. 
Those were the days when first proofs would be sent to copywriters to 
have widows filled in. Nowadays the widows have it all their own way and 


our lovely sleeping memories of the ’20s—when advertising was really ex- 


nized master. He didn’t start by devouring a ream of impersonal readership 


This Breck advertisement should be framed—neatly. For it preserves a 
classical quality missing from much of modern advertising. It carries on 
bravely a frequently forgotten tradition that advertising, in its appearance, 
should reflect the quality of the product. From what we hear, this tradition 
is still valid, too. We understand Breck is doing rather nicely in a highly com- 
petitive field. All of which pleases us no end. 
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copy, which gets down to brass tacks 


psyche. It was being transported. It 


Birds Eye peas balanced precariously 


all, it is to have widows put in rather 


to us because it stirred within us all 


by the Starches, the Gallups and all 
apprenticeship then—under a recog- 


live in the past. 
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not follow that they are left untouched 
by the grace of moderation and evident 
truth. 

I believe that copy people generally do 
not concern themselves sufficiently with 
the art of good writing. In far too much 
advertising we see how intemperance of 
language, crudity of expression, flippant 
pertness, and disdain of syntax destroy 
the slightest shred of good style. Good 
writing, in terms of moderation and words 
as “plain and gray and beautiful” as 
Old Abe’s, is not being urged, at least 
in this present discussion, as a matter of 
good ethics. I am suggesting that all su- 
perlatives and extravagant adjectives be 
purged from the adman’s lexicon in the 
interest of force and persuasiveness and 
credibility. 

More than 50 years ago, Arlo Bates, 


———— 


noted American educator and author, 
said this in his scholarly “The Art of 
Writing”: 

“Certainly if a writer desires to impress, 
to persuade, to move, to arouse; if he has 
a report to write which he hopes may 
be adopted, a theory of state which he 
is in earnest to have received; a history 
to relate that he would have believed; an 
appeal that he longs to have heeded, a 
creation of the imagination by which he 
aims to touch the emotions of his fellow- 
men, he cannot too carefully cultivate the 
art of communicating it. In any of these 
cases mastery of literary technique is 
as essential to success as is air to breath- 
ing or light to seeing.” 

No copywriter, slavish in his use of 
hyperbole, ean pretend to the slightest 
“mastery of literary technique.” 
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Never Underestimate the Power of a Woman! 


And NEVER underestimate the power of her favorite magazine! 


. For example, the Journal is first among ALL magazines 


in newsstand sales... leading the next by 337,014*. 


*Average net single copy news- Ladies’ Home 
stand sales first 3 months of 1952. 
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By Dr. George H. Brown 
Professor of Marketing, School of 
Business, University of Chicago 


To the uninitiated male flour may be 
flour, but to the housewife buyer a 
branded flour is quite different from an 
unbranded flour, and one brand is really 
better than another. 

If this were not true we would not see 
89.6% of flour purchases in Chicago for 
the calendar year 1951 concentrated in 
the three advertised brands, nor would 
we find 69% of the families buying 75% 
or more of their flour from one manu- 
facturer. 

Nor would we see the A&P brand, 
Sunnyfield, getting less than a sixth as 
much business as the market leader—a 
sharp contrast to margarine (AA, June 
9, 1952) where the A&P brand secured a 
larger share of the market than all but 
one of the advertised brands, The reasons 
for this situation cannot be advanced here, 
but the existence of the fact cannot be 
denied. 


A “purchase profile” showing a com- 
ete report of the individual purchases 
flour as recorded in the consumer 
aries of the Chicago Tribune panel ac- 
mpanies this study. A set of seven 
ndard tables has been compiled to 
ing out the basic nature of the purchase 
tterns and to permit direct comparison 
ith the other commodities being ana- 
zed in this series. Margarine, toothpaste 
d coffee have already been reported 
A, June 9, June 30 and July 14) and 
ampoo, ready-to-eat cereals, headache 
medies, concentrated fruit juices and 
aps will follow at bi-weekly intervals. 
e detailed studies will be followed by 
summary report which will compare 
d contrast the findings for each of the 
1e products. 


requency Distribution of Pounds of 
All-Purpose Flour Purchased 
per Year per Family 


. of No. of No. of No. of 
— = Families 
(in pr tion) 5 ‘ 
2 axes — %6 1 
4 3 38 1 
5 a 40 5 
6 2 45 1 
7 36 C4? 1 
8 1 48 1 
o) 1 50 3 
10 7 55 2 
ll 1 60 3 
12 2 65 1 
14 2 70 1 
15 . 71 1 
17? 3 75 3 
80 1 
18 2 86 1 
19 1 
9 2 1 
20 105 2 
23 1 120 1 
25 5 150 1 
26 1 180 2 
27 1 200 1 
29 1 217 :3 
30 2 Total 3843 100 
32 1 Median - 21.5 
Table 1, showing the frequency dis- 


tribution of pounds of flour purchased 
per year, brings out the fact that approxi- 
mately 95°% of all Chicago families bought 
all-purpose flour at some time or other 
during the year 1951. It also shows that 
the concentration of purchases is slightly 
greater for flour than for any product 
we have studied so far. For example, the 
top 10% of the families account for 37% 
of the yearly poundage, in comparison 
to 35% for toothpaste, 30% for margarine, 
and 25% for coffee. 

Over half of the total volume of flour 
went to 20% of the families, and the 
lower 50% of families in terms of pur- 
chases per year bought only 16.2% of the 
total volume. 25% of the families bought 
12 pounds or less during the year but 
even if all these families were to do as 
well as the median family—that is, 21.5 
pounds per year—the total sales would 
increase less than 10% above present 
levels. The real job for the flour indus- 


44% Buy One Brand Only 


try is to bring a substantial group into 
the 60 or 90 pounds per year class to pro- 
tect the market they now have among 
this group. 


® The “toughness” of the market for flour 
is also brought out in Table 2, which 
shows the division of the market between 
brands. Pillsbury, the market leader in 
Chicago, along with Ceresota and Gold 
Medal, account for 90% of the flour sold. 
Seven other brands divide the purchases 
reported by our panel, with one brand, 
Sunnyfield, taking the lion’s share of 
what little market was left. Strong loy- 
alty to individual brands is indicated by 


TABLE 2 
Market Share by Brands 
Flour 

Brand % of Pounds 
ID. 6 sit abcd awpesieondan wl 40.1 
SE cease dh Amatcwenantaeae 24.8 
Gold Metal (General Mills) .... 23.9 
Sunnyfield (A&P) ............ 6.7 
EY ibn 50 n braced iain wen 3.7 
(Six brands) 

100.0 


Pillsbury leadership in spite of intensive 
local campaigns by Ceresota over tele- 
vision and by Gold Medal through news- 
papers. If buying habits for this product 
were not strongly intrenched, the first 
four brands would have a much more 
even share of the existing business. 


TABLE 3 
Frequency Distribution of Number of 
Brands Purchased per Family 
Flour 
No. of Brands No. of Families 
WH eenignusvcstakoes 5.5 in proportion 
1 44 
D Scbdeccena pele tee 42 
3 il 
a, ee 3 


100 in sample 


As one might expect, with so high a 
dominance by three brands, relatively 
few families bought more than two dif- 
ferent brands during the year. Accord- 
ing to Table 3, 44% of the families con- 
centrated on one brand only and 86% 
used two brands only. Part of this can 
be explained by the fact that 23% of the 
families in the panel made two purchases 
or less during the year, although only 
9% were single purchases. 

Tables 4 and 5, which relate the total 
number of different families buying a 
brand to the market share of that brand, 
bring out the point that consumers are 


TABLE 4 
Families Using Brand at Any Time 
Flour 
Brand % 
Yo warcls etaignreadiek ciel ake eaeet 66 
Gold Metal (General Mills) ........ 50 
ED Sicha eek ae: ke areaese aaa 39 
SE GEER a ccccccanewiuncd 7 
ee pa eee eee 3 
PSR AES rr esreaee ny ae 3 
I dc 6:65 ha hao eo us hee kee ee 2 
dd eden kanes eecale wees ee 2 
 . - Serer irre rr 2 
Re oe pene Geese 1 
TABLE 5 

Comparison of Market Shares 

by Per Cent of Volume and 

by Per Cent of Families Sold 

Flour 
Brand Per cent of Per cent of Ratio 
Volume Families 

Pillsbury 40.9 66 1.6 
Ceresota 24.8 39 1.6 
Gold Metal 23.9 50 2.1 
Sunnyfield 6.7 7 1.0 
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99% of Flour Buyers Definitely Favor One Brand; 


TABLE 6 
Analysis of Volume Concentration of Purchases for Four Brands 
Flour 
Pounds per Brand per Category 
Pillsbury Ceresota Gold Metal Sunnyfield 
% of % of % of % of 
Classification* Ibs. 1575 Ibs. 952 Ibs. 921 Ibs. 258 
Over 75% 1039 66.0 808 84.9 501 54.4 150 58.1 
50 - 74.9% 375 23.8 67 7.0 232 25.2 46 17.8 
25 - 49.9% 113 72 44 4.6 99 10.7 12 4.7 
0 - 24.9% 48 3.0 33 3.5 89 9.7 50 19.4 
Total 1575 100.0 952 100.0 921 100.6 258 100.0 


*Classified into categories showing percentage of a single family’s purchase accorded 


one particular brand.” 


quite reluctant to try a brand of flour. 
In the case of margarine, for example, 
the willingness to take any particular 
brand is high, resulting in four brands 
being tried by over half the families 
using margarine and several cases where 
the total families reached were five or 
more times as great as market share. By 
contrast, only two brands of flour were 
used by over half the flour buyers, and 
only for Gold Medal did the number of 
families reached exceed twice the mar- 
ket share. In terms of loyalty, all-purpose 
flour is more akin to toothpaste, where 
strong loyalties are formed and held. 


® According to Table 6, brand loyalty 
is strongest for Ceresota flour. Gold Med- 
al and, to a lesser extent Pillsbury, are 
accepted as alternative brands more fre- 
quently than Ceresota. The A&P brand, 
Sunnyfield, has a fair degree of loyalty, 
but as might be expected gains a larger 
share of its total volume from occasional 
purchases than is true for the other 
brands. It is interesting to observe that 
Pillsbury actually sells fewer pounds to 
the occasional buyer than Sunnyfield, 
although Pillsbury is highly advertised 
and has distribution in many, many more 
outlets. Is it possible that Pillsbury is 
looked upon as being a flour for the 
“expert” baker? 

Before turning to an examination of 
the purchases of individual families, it 
might be worth while looking at the re- 
purchase rates for the various brands of 
flour. In computing these rates, a family 
which purchased one brand exclusively 
was assumed to repurchase the brand 
last recorded. In all other cases it was 
assumed that the brand recorded was not 
repurchased, For example, family num- 
ber 001 is listed as buying Gold Medal 
ten times and repurchasing the brand 
nine times, whereas family 009 is re- 
corded as buying Ceresota once with no 
repurchgse of the brand and buying Gold 
Medal eight times and repurchasing eight 
times. Single purchases are not recorded 
since there is no possibility of recording 
a repurchase. 

With this extremely crude method of 
measuring repurchase, and ignoring the 
quantity purchased (treating a_ single 
purchase of two two-pound packages as 
though it were the purchase of a four- 
pound package) the following results 
were obtained: 


Brand Pur- Repur- % 
chases’ chases 

Pillsbury 281 200 71.2 
Ceresota 119 93 78.1 
Gold Medal 139 83 59.7 
Sunnyfield 30 16 53.3 
Others 20 

Total 589 


The high repurchase rate for Ceresota 
ties in with the high proportion of fam- 
ilies giving 75% or more of their business 
to this brand. Similarly, the low repur- 
chase rates for Gold Medal and for Sun- 
nyfield reflect the higher proportion of 
occasional purchases of these brands. 

The most interesting point is the rela- 
tive unimportance of the repurchase rate, 


since a brand long on the market can 
hold a good share of the total market in 
spite of a low repurchase rate and a 
minor brand may remain a minor brand 
in spite of a high repurchase. The repur- 
chase rate for Quaker Best is 87.5% and 
could easily be 100%. The repurchase 
rate for first time users of a brand may 
be an important measure of future market 
position, but the repurchase rate for es- 
tablished brands is simply an interest- 
ing statistic. 

In the report on coffee (AA, July 14, 


HOW TO READ THE 
“PURCHASE PROFILE” TABLE 


The tabulation on the opposite page 
is an actual profile of all-purpose 
flour buying during 1951 by 100 users of 
the product, as developed by the Chicago 
Tribune consumer panel. 

The column headed “Family No.” is the 
number of the family on the panel records, 
and is shown for identification purposes. 

The column headed “Famiiy Type” is 
a key to race and nativity, owners and 
renters, family size, and income. If the 
first digit is 1, the family is native white; 
if it is 2, the family is foreign-born white; 
if 3, it is a non-white family. If the second 
digit is 1, it means the family owns its 
own home; 2 means it rentz. If the third 
digit is 1, it means the family has one or 
two people in it; 2 means it embraces 
three or four people; 3 means it has five 
or more members. If the fourth digit is 1, 
it means the family income is under $3,- 
000; 2 means it is between $3,000 and $5,- 
000; 3 means it is over $5,000. 

For example, Family 001 is native 
white, owns its own home, contains one 
or two people, and has an income of under 
$3,000. 

The remaining columns report the pur- 
chase, by brand and quantity, of flour for 
each month of the year. The first purchase 
each month is shown at the upper left 
of the space for that month; the next 
purchase is immediately to the right. 
Where more than one line is required, the 
purchases on the second line in any 
month follow those on the first line. 

In all instances the brand names are 
coded with two lower case letters. The 
number of packages bought in one trans- 
action is shown by the digit preceding the 
letters, and the size of the package is 
shown (in pounds) by the digit follow- 
ing the code letters. For example, gm5 in- 
dicates the purchase of one five-pound 
package of Gold Medal flour. 2gm5 
would indicate the purchase of two five- 
pound packages of Gold Medal. The key 
to the brands shown is as follows: 


OP cacgce Ceresota (Standard Milling Co.) 
Occ iseiad Gold Medal (General Mills) 
Oe «nanny iGuhadeatneaeeeee eee Kroger 
OP s6n Ke peeae Natco (National Tea Co.) 
EL 6 ccna aie kame Ramee Omar 
ty Sin chet inakheaaes susene een Pillsbury 
MP S40 od.nieenaveadinuawaael Quaker Best 
ME, abvinvardavhvee cee Richelieu 
Oe ewunceue Sunnyfield (A&P Tea Co.) 
Oe: aseiecnncSs Gate see eee Wilson 
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A Profile of Flour Buying-100 Families—During 1951 


Basic Data from Chicago Tribune Consumer Panel—Chart Copyright, 1952, by Advertising Publications Inc. 


Family| Family 
Number Type | January February March April May June July August September | October November | December 
001 [1111 | gm5 gm5 gm5 gm5 gm5 gm5 gm5 ee gm5 gm5 gm5 pb5 
009 | 1111 | ce5 gm5 = 6 gm5 gm2 gm5 ees gm5 a gm2 gm2 gm5 
024 1113 ae a eu aie je Lee ee: pb10 “ee 
036 1121 cial pb5 ose ce5 o 6.0 
042 1122 es re ‘ahs pb5 
052 1132 ye + <a ce25 tend vos én ro oe oa ASS 
058 1122 pb5 pb5 pb5 won pb5 \ pb5 pb5 pb5 = pb5 Lees pb5 pb5 pb5 
066 1123 NPE ey sets — oe aes pb2 cae ra Le ns 
076 1122 cel0cel0 | 2cel0ce5 | cel0cel0 | ced cel0 ce5 ce5 lice cel0 cel0 | cel0 ce5 ce5 ce5 ce5 ce5 cel0 
cel0 ce5 ce5 ce5 
085 1132 gm5 ri gm5 gm5 ae 
091 =| 1122 wae Epriy. sas eae pb5 re ks pb5 
105 {1123 | ce5 ced ced ins5 nee “ee ee ce5 ce2 ce2 ce2 aia 
117 | 1123 owe ee ce25 te Las aces ce25 ce25 a ce25 kr20 
126 |1123 | ce2 a ce2 de ce2 AE ce2 re ce2 Pape ce2 
136 | 1123 wise pb5 pb5 pb5 pb5 ce5 pb5 kr5 4pb5 os: 
ae Cr a oe gm5 mee UF “EP pb2 pb5 
165 |1133 | gm5 gm5 pb5 Ree ri5 pb5 pb5 ae gm5 pb5 oO pb5 pb5 
172) | 1122) | gm10 gm10 Rae gm10 es ae gm5 gm5 ices gm10 gm10 
179 1133 agi able pb25 pb5 pb10 pb10 pb10 | pbl0 pio pb10 5 pb10 
190 1133 nae cel0 ce25 alee cel0 a "es re 
199 1133 pb25 pb25 pb25 es gm25 reese pb25 pb25 has pb25 pb25 
208 1211 ce5 ai rae ce5 5-2 ok Pye ced 5 aN ohm or 
Fn ot gm10 jara gml10 ao gm5 pb5 na5 na5 wit» gm5 na5 na5 ce5 
247 1211 gm5 gm5 gm5 gm5 gm5 see pb5 pb5 pb5 pb5 pb5 x gm5 gm5 
259 | 1212 : <a ap pba Sara pb2 tHe! 
266 1212 pb5 pb10 a pb10 pb5 pb5 a Epi! ce5 pb5 ce5 
277 1112 aus gm5 cou ¢o- pb5 gm5 eae gm5 oe 
284 1213 gm5 ae gm5 gm5 gm5 pb5 Se 
291 1213 gm2 TT pb5 ee nat aes 
301 1213 pb2 ce2 pb2 Puase pb2 pb2 
310 1221 gm5 dos a eis ae pb5 4 Wie pb5 
318 1221 ne ee ce5 ep ye pb2 
327 2233 pb2 “ ae gm2 gm2 
337 1122 sane pb5 pb5 nh pb5 
344 1222 ced ies pb5 wk ‘ee Se ce 8 ‘aus eT ee 
352 1232 gi gm5 os4 pb5 gm5 ore. gm5 gm5 ah oo. gm5 gm5 
360 1221 ce5 aes abs e086 Some gm5 are cel0 gm5 ced gm5 ced > 
367 1222 aes ee ce5 fas or ir ce25 + oe ce2 aaa 
375 1122 pb5 ams pb2 pb2 cas eae gm5 ‘acm Fes 
383 1122 apa gm5 op pb2 gm5 mois is ‘ a gmd 
391 1113 a —— pb5 oes oss or oe ove ays ee ye gm5 
400 1123 gm5 gml10 | pb5 gm5 gm5 gm5 pb5 gm5 pb5 pb5 gm5 gm5 dt gm5 
gm 
406 1123 Tr ee cack — eink cel0 eae 6 en eae celd aah 
424 1231 sf2 om2 ce2 sf2 sf2 pb2 pb2 ce2 sf2 ar sf5 
431 1232 eal ced ce5 gm5 Pr pb5 ce5 ay 
444 1133 ce25 ke ce25 — bape pb5 ce25 oy, ee 
460 2111 ae acai eee se ce5 ce5 PF siete ons ce5 ce5 
468 2111 gm10 ae Pt oa ate gm5 pb5 pe 
477 |2112 gm25 gm25 ee? gm25 vais a 
483 {2121 |... Se a ae rib gm25 is Papas gm10 
492 2123 sf25 neal sf25 ake sf25 —e amin sf25 nit s{25 s{25 
504 2122 pb25 eta lias pb5 pb5 pb5 pb5 pb5 pb5 pb5 pb5 pbs pb5 pb5 
512 2123 ae pb2 pb2 eye pb2 pb5 er pb2 pb2 2 
526 2122 ce25 mate Gon ce25 cee 
535 |2133 ced ee or Sas ee af ced ry" es cee 
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1952) the notion of classifying families 
according to loyalty was introduced. Un- 
divided loyalty, divided loyalty, unstable 
loyalty and no loyalty were the basic 
categories introduced, with an “insuffi- 
cient evidence” category for those fam- 
ilies who made only one or two pur- 
chases. If we are willing to assume that 
the chances are roughly one in three that 
any particular brand would be purchased 
by chance, we can argue that three con- 
secutive purchases of one brand is evi- 
dence of loyalty since this would occur 
by chance only once in 27 times. By the 
same token we can argue that two pur- 
chases of one brand and two of another 
could occur quite easily by chance and 
hence is evidence of no loyalty. And again, 
the purchase of one brand three times 
out of four is reasonably good evidence 
of loyalty as it will occur only eight times 
in a hundred, or once in 12 tries, strictly 
by chance. 

Without trying to apply this method 
exactly at this time, but by roughly clas- 
sifying families on this basis the follow- 
ing results were obtained: 


% of 
Families 
No. of Showing 
Families Loyalty 
Undivided Loyalty 
1A Exclusively one 
brand 28 
1B Primarily one 
brand 24 52 73.2 
Jivided Loyalty 
2A Unequally divided 
loyalty 3 
| 2B Equally divided 
loyalty 2 5 rp 


Instable Loyalty 


3A Simple change of 
loyalty 8 
3B Experimental 
change in loyalty 1 
3C Complex change 
of loyalty 1 10 14.1 
No Loyalty 
4 Four or more pur- 
chases but no evi- 
dence of loyalty 4 4 5.6 


Insufficient Evidence 
5 Three purchases 


or less 29 29 
Total Families: 100 
Per Cent 
Loyalty Class Flour Coffee 
BA backs at ace Sa 47.2 
= couple ton ae 18.1 
Di ice pied bis VRaawo 14.1 29.5 
ee eee ena 5.6 5.2 


Although the above classification is 
tentative, it is doubtful that the main 
categories will be greatly changed on 
closer study. The high degree of loyalty 
to a single brand of flour confirms all 
the rest of our analysis, and has the 
added advantage of providing a system- 
atic method of eliminating the actions 
of the infrequent purchasers in so far 
as they affect our inferences about loy- 
alty. 

If we convert the data on coffee for 
1949-50 reported in the previous study 
to a comparable basis, we can see more 
clearly the differences in degrees of loy- 
alty between two commodities. The com- 
parison is as follows: 

The lack of loyalty to any single brand 
for coffee shows itself in the greater de- 
gree of divided loyalty and greater 
switching from brand to brand. Interest- 


ingly enough, about 5% of the families 
show no loyalty in either case, leading 
to the inference that this is a character- 
istic of the buyer and is independent of 
the product class, It will be necessary to 
make further analyses of this sort be- 
fore a firm conclusion can be drawn re- 
garding this point. 

Some of the difficulties involved in 
classifying a particular family can be seen 
from the purchase profile on flour. For 
example, should family 165 be classified 
as dividing its preference unequally be- 
tween several brands or has there been 
a shift from Gold Medal toward Pills- 
bury? And what about family 220—has 
there been a shift from Gold Medal to 
Natco flour, or is this purchase pattern 
the sort of thing that occurs when pur- 
chases are made more or less at random? 

Or take the case of family 266. This is 
classified as having made a simple shift 
from loyalty to Pillsbury to divided loy- 
alty between Pillsbury and Ceresota since 
the purchase pattern in the last three 
months is quite different from the first 
three months of the year. The reverse of 
this case is family 878 which switches 
from no loyalty to loyalty for Ceresota 
as the year progresses. 

A particularly doubtful case is family 
247 which is classified as “experimental” 
since the evidence indicates that the fam- 
ily shifted from Gold Medal to Pillsbury 
but has returned to Gold Medal as the 
year closes. It may be, however, that pref- 
erence is now divided between Pillsbury 
and Gold Medal, or that in fact this has 
always been the case. 


s A particularly interesting purchase 
record is that for family 677, which has 
remained primarily loyal to Pillsbury 
while switching their occasional pur- 
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TABLE 7 
Classification of Families 
by Percentage of Purchases 
Accorded Brand Principally Bought 


Flour 
% of Families 
Classification In Each Class 
I Es hia a6 inols wee pc acentod 69 
AS i dn wiles v4 nes de cae 30 
OS A ee ere ee ere ee 1 
Sas icckdunoeonumeciaans — 


Total - 100% and 100 families 


chases from Gold Medal to Sunnyfield. 
Since the occasional purchases have nev- 
er interfered with the basic loyalty to 
Pillsbury, the family is classified as hav- 
ing divided loyalty with an unequal 
amount going to one brand. Had there 
been no occasions where three consecu- 
tive purchases had been in one brand, 
the family could have been classified as 
primarily loyal to Pillsbury with scat- 
tered purchases of other brands. 

Finally, for the benefit of anyone who 
might be interested, family 778 has been 
the one classified as “restless.” This is 
based on a shift from loyalty to Sunny- 
field during the first half of the year to 
a brief loyalty to Pillsbury during Sep- 
tember and October and then to no loy- 
alty for November and December. 

Although emphasis has been given the 
cases difficult to classify, it should be 
remembered that any method of organiz- 
ing data about so complex a matter as 
purchase behavior must of necessity make 
very fine distinction between the border- 
line cases. However, even if all these close 
decisions were changed, the basic find- 
ings in regard to the existence of a higher 
degree of brand loyalty for flour in com- 
parison to other commodities would not 
be changed. 


ips for the Production Man... 


By Kenneth B. Butler 


Back in March I discussed standard 
roofing specifications for magazine let- 
prpress wet printing. Many production 
ven are perfectly willing to accept, but 
ind it hard to understand, the stipula- 
ion that proofs be prepared without 
make-ready. 

This feature is not so puzzling when 
you understand it, and George H. Carl, a 
member of the committee which prepared 
the specifications and vice-president of 
Woman's Day, has written an excellent 
clarifving article which has been re- 
printed by C. T. Dearing Printing Co., 
Louisville. 

He emphasizes that four colors are 
printed almost simultaneously in high 
speed process, which differs from dry 
printing process and requires special 
plates, ink, and paper. 


@ In four color wet printing there is no 
impression cylinder for each color plate 
cylinder. Rather, a much larger impres- 
sion cylinder is used to accommodate five 
plate cylinders. 

The paper travels around a large im- 
pression cylinder, and each color plate 
in turn transfers a layer of ink to the 
paper. Because the area on the tympan 
that falls underneath the four-color page 
to be printed travels around the impres- 
sion cylinder with the paper, and the same 
area is used for the printing of each color 
on that page, there is only one make- 
ready for four different plates. 

Thus, the make-ready under the tympan 
cannct be relied on to improve quality in 
this process or to help fine tone areas or 
vignettes and highlights. 

To overcome this lack of facilities for 
make-ready, several processes of surface 
make-ready have been developd for press 
plates. These plates are known as treated 
plates or pre-make-ready-plates. In large 


What? No Make-Ready on Wet Printing? 


side, rather than contrasty. The increase 
in effectiveness of modern four-color 


The Eye and Ear Department... 


WET PRINTING—One large impression cylin- 
der, not four, serves for all four colors. 
One make-ready must serve for all four 
colors, limiting make-ready under the 
tympan. Correctly made plates and wet 
proofing without make-ready serve best 
to achieve good results. 


runs, electrotypes, not originals, are used 
for printing. The electrotyper adds or re- 
moves lamination sheets to properly han- 
dle middletones, highlights, or solids. 

Most printers believe that the best way 
to achieve a good printing result is to 
have the original plates made right to 
begin with, then proved wet without 
make-ready. If this is done by the en- 
graver, the printer can reproduce the job 
without trouble. 

However, if make-ready is used by the 
engraver on the proof press, it is impos- 
sible for the printer to duplicate the same 
make-ready. 

Mr. Carl further points out that the 
best copy for wet printing should avoid 
vignettes and heavy color areas. Carbros 
should not have saturation of colors. Color 
separation negatives should be on the soft 


Melt the 


During the past few years numerous 
projects have been launched whose aim 
has been to “sell America to the Ameri- 
cans”—a noble if somewhat questionably 
necessary aim. By and large, the idea as 
presented seems invariably to come off 
better in print than over the air. The cur- 
rent magazine campaign of the John Han- 
cock Life Insurance Co., for example, 
seems to exude a great deal of inspira- 
tion, interest and credibility that most 
air presentations—radio and TV—have 
lacked in prodigious quantity. 

WCBS-TV has launched recently, on 
Sunday afternoons from 3:30 to 4, a series 
of programs entitled “Story for Ameri- 
cans.” These are historical in character 
and have to do with the lives of our great 
patriots, chiefly the early ones. For ex- 
ample, the first program reviewed brief- 
ly the life of Thomas Jefferson and the 
contributions he made to the establish- 
ment of our republic. The historical flash- 
back was introduced by an old codger’s 
talking to a young boy who had come to 
him with a tangled fishline. After the 
flashback, the camera returned to the 
old codger and the young boy, with the 
former remarking that his young friend 
would probably have preferred to go 
fishing than listen to his story. The boy 
promptly admitted he woul¢—a fair ap- 
praisal of the program in the author’s own 
words. 


® Unfortunately, when radio or TV goes 
in for a glorification of history or histori- 
cal characters, particularly when these 
are intended to carry a “message,” it 
winds up with something very closely re- 
sembling a tableau. The dialogue, the 
situations, the characters themselves ex- 


printing justifies the cooperation within 
the industry. 


Bronze 


HISTORY—Cameron Andrews plays the part 
of the story teller in WCBS-TV’s “Story 
for Americans.” His listener is Eugene Lee. 


hibit as much flesh and blood as bronze 
or marble statues seen in a park. 

Either history needs story content for 
dramatization, as Shakespeare amply 
demonstrated, or it needs poetry. It is 
quite likely that the message intended 
could be gotten across much more co- 
gently if someone like Charles Laughton 
were to read some of the many things 
written about Jefferson, rather than have 
him brought to life by a cast of characters 
who not only sound ridiculous but look 
ridiculous. When the cardboard Jefferson 
puts his hands on his wife’s shoulders, 
looks at her intently for a moment, sighs 
and says, “Would that I could stay at 
home, but duty calls,” you wonder if you 
are watching professional television or 
sitting in a high school auditorium. 

Quite likely the boys who seem de- 
termined to sell America to the Americans 
could benefit from a few lessons in idea 
salesmanship, which differs greatly from 
selling beans, brassieres or even tele- 
vision sets. 
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The South is Solid = — | 
in this Election / IKE 


"72% of our 


dealers vote for 
Progressive 


Farmer |” 


says JOHN W. MORRIS 
Vice President 
Orgill Brothers & Co., Memphis, Tenn. 


“The rural South is a rich oppor- 
tunity for manufacturers and dis- 


tributors of high-quality products ° 


who understand this vast market 
and cultivate it properly. We have 
served the rural South, through our 
dealers, for more than 105 years. 
Recently we asked them to name the 


one farm magazine that is most in- 
fluential in their trade territories. 
More than 1,200 dealers replied and 
876, or 72°, named The Progressive 
Farmer. We are always pleased when 
the manufacturers we represent sup- 
port our dealers with advertising in 
The Progressive Farmer.” 


Ask Southern retailers and wholesalers 


which farm magazine has the greatest influence 
as an advertising medium in their trade terri- 
tories. You will get an overwhelming major- 
ity vote for The Progressive Farmer. This has 
been proved time and time again by many 
independent surveys.* 


| 

| 

| 

| 

| 

| 

| 

| 

| Ask farm families or the 16 Southern state 
which farm magazine they read and prefer. 

| You’ll discover that The Progressive Farmer is 

| so far out in front of all others that it’s hardly 

| a contest. This fact is fortified by continuing 

| 

I 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 


"65% 


of our dealers 
vote for PF, I” 


says R. J. TREADAWAY 
Vice President and Sales Manager 
Stratton-Baldwin Co., Inc., New Orleans, La. 


readership studies over a long period of years.* 


DEP: px tre = 25 Re 


Ask leading advertisers which farm magazine 
they use to sell the rural South. They will tell 
you that they are on The Progressive Farmer 
band-wagon. The Progressive Farmer is now 
The Nation’s No. 1 Farm Magazine in Advertis- 
ing Linage...and still gaining! 


“Being keenly aware of the importance 
of our rural market, we are glad to see our 
lines supported with advertising in The 
Progressive Farmer. Some months ago, we 
asked our dealers for their opinion on ‘the 
most influential farm magazine’ in their trade 
territories. More than 65°;, of those replying 
named The Progressive Farmer, giving it 
twice as many preferences as the total for all 
other farm magazines combined.” 


You will wage a sales-winning campaign 
in America’s fastest-growing rural market, when 
you place enough of your advertising in The 
Progressive Farmer to sell more than 1,200,000 
prosperous subscriber-families 
in the rural South. 


*Ask your Progressive Farmer rep- 
resentative to show you the ballots 


mene 


The South is Solid for 


The Progressive Farmer 


Published in FIVE Separate Highly-Localized Editions to Serve the FIVE Distinctive Farming Regions of the SOUTH 
BIRMINGHAM « RALEIGH « MEMPHIS «* DALLAS « NEW YORK « CHICAGO «+ EDW. S. TOWNSEND CO., SAN FRANCISCO, LOS ANGELES 
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3-to-1 and Sound Off Dealer Clubs 
Give Chesterfield Added Publicity 


(Continued from Page 1) 
Three-to-One Club in New York. ' 
In 1951 the membership totaled 
about 3,800. It took some doing to 
work them in the schedule, but 
all dealers got their names men- 
tioned on the air at least once be- 
fore baseball shuttered for the 


season 


® This year the club idea has been 
expanded to include all the cities 
in which home baseball teams are 
sponsored on AM or TV by Liggett 
& Myers. In New York there are 
nearly 5,000 three-to-oners on the 
roll. Dealers get into the act by re- 
joining if they belonged in 1951 or 


filing for membership if they 
didn’t. They fill out membership 
cards indicating whether their 


sales are three to one, four to one, 
or more, and granting permission 
for the use of their names in ra- 
dio and TV broadcasts and other 
advertising media. | 
Because of the heavy influx into 
the club's ranks, so far only new 
members and °51 renewals who 
have better than three to one 
standing have been mentioned on 
the air. When a dealer is to be 
lugged on radio or video, he gets 
post card in time to alert his 
amily and friends. 


$ 


No other come-ons are used to 
et retailers into the club. Once 


n, they receive display plaques 


nd occasionally tickets to a ball 


ume. Dealers get the news of 
hese free passes on the air. Every 
» often Mr. Hodges or Mr. Har- 
ell announces that certified club 
members as of “midnight last 
ight” will be guests of Chester- 


field at an upcoming game. 
Another premium of member- 
ship: a record of most of the last 
nalf of the 51 play-off game when 
the Giants’ Bobby Thomson blasted 
the Brooklyn Dodgers’ World Ser- 
ies hopes. | 
Boston’s Three-to-One Club is 
patterned after New York’s; its! 
membership list has passed the 
2,000 mark. Dealer credits are 
broadcast between innings of the 
Red Sox games over WHDH, Bos- 
ton, and a New England network. | 
Some members also get to see| 


i Mi ae Bae 
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their names flashed on the tele-| MEMBERSHIP CARD—These counter signs in New York and Boston show the cus- 
tomers how Chesterfield cigarets are going in club member stores. In Chicago and 


vision screen over WBZ-TV or) 
WNAC-TV, which alternate the| 
home video schedule. 

Like the New Yorkers, they re-| 
ceive counter signs and tickets to) 
oall games—plus a silver tie clasp | 
in the shape of a baseball bat. | 
This is also the membership prize 
in Chicago and Los Angeles. | 


| 
@ The second largest dealer group | 
is Chicago's Sound Off Club of| 
about 2,300 retailers. Chesterfield! 
is televising the home contests of) 
both the White Sox and the Cubs| 
over WGN-TV and broadcasting | 
all the latter’s games over WIND 
and a midwestern hookup. This 
double video schedule plus the ra- 
dio schedule simplifies the problem 
of giving on-the-air advertising to| 
a larger number of qualified stores. | 

The Sound Off Club of Los An- 
geles was on the way past the 1,-, 
000 mark as this story was writ- 
ten. In Los Angeles, Liggett & My-| 
ers’ baseball sponsorship is con-| 
fined to TV, with both the Holly- 
wood Stars and Angels being pre-| 
sented over WHJ-TV. | 


en-Year-Old Case 
gainst Pall Mall 
ropped by FTC 


Wasuineton, July 23—The Fed- 
ral Trade Cemmission went along 
day on an examiner's recom- 
vendation that it drop a ten-year 
ld “false advertising” case against 
all Mall cigarets. 


The commission gave up the 
fight after hearing Examiner Earl 
J. Kolb point out that most of the 
charges are moot, and that the 


commission's staff failed to provide 
evidence to support other charges. 
Fred McManus, FTC attorney 
who inherited responsibility for the 
case early this year, conceded the 
attack on Pall Mall ads had not 
been pushed. He indicated that the 
FTC will prepare a new complaint 


against Pall Mall which will be 
confined to a limited portion of 
the old complaint 

The case was one of the first} 


started by FTC when a crackdown 
on cigaret claims was organized 
in 1942 

All the cases marked time dur- 
ing World War II. In 1950 the FTC 
decided the first of the cases and 
issued orders against advertising 
of Camels and Old Golds. Subse- 
quently it issued orders against 
Lucky Strikes, and received an ex- 
aminer’s proposed decision against 
Philip Morris. 


‘Metal-Working’ Names Irwin 

Mead Irwin, formerly with Con- 
over-Mast Publications Inc., New 
York, has been appointed district 
manager for the New York terri- 
tory for Metal-Working, published 
by Sutton Publishing Co. New 
York. Mr. Irwin’s territory will 
include New York, New Jersey and 
eastern Pennsylvania. 


Mayftield Joins ‘Cosmo’ 

Wayne D. Mayfield, formerly 
with Corn Belt Farm Dailies, has 
joined the western sales staff of 
Cosmopolitan, ey 


| ‘International Theatre’ 


Appears in August 

International Theatre is the) 
name of a new monthly scheduled 
to bow with a king-size summer 
issue about Aug. 1 and begin reg- 
ular issues in October. Wolf Heid- 
er, formerly a drama critic and 
producer, will publish the maga- 
zine, which aims at providing “the 
most complete coverage of the) 
stage all over the world.” Offices 
are located at 55 W. 42nd St., 
New York. 

Roy Vandivert, advertising man- 
ager, said b&w pages will cost 
$400 and four-color pages $700. 
The magazine (8%x11") will have} 
an initial guarantee of 40,000. 


Marathon Promotes Six 

Marathon Corp., Menasha, Wis., | 
maker of protective food packag- | 
ing materials has made six pro- 
motions in its sales organization. 
Russell C. Flom, sales promotion 
manager, has been named sales di- 
rector for pulp, paper and paper- 
board. Palmer McConnell, who di- 
rected sales promotion for stock 
products, has been appointed sales 
manager of the product division. 
Walter Dixon has been named 
sales manager for dairy packaging: 
Fred M. Deutsch, for frozen food 
packaging; Eugene V. Krueger, for 
meat and vegetable oil packaging, 
and Harold E. Pierce, for bakery 
products packaging. 


Form Fort Worth Chapter 


A Fort Worth chapter of the Di- 
rect Mail Advertising Service Assn. 
International has been formed. 
Hassell Edwards of Advertising 
Letter Service has been elected 
president; Jack Ball, Southwest 
Printing & Letter Service, v.p., and 


Mrs. Jess Davis Guffee, Down 
Town Letter Service, secretary- 
treasurer. 


Cargill & Co. Names Wilson 
Robert A. Wilson, formerly pub- 


|lic relations director in Virginia, 
| Maryland, Delaware and the Dis- 


trict of Columbia for State Farm 
Insurance Companies, has joined 
Cargill & Co., Richmond agency, as 
public relations director and ac- 
count executive. 


Los Angeles the idea is the some, but 


the club is called the Sound Off Club. 


ARB Tally Says 
50,930,000 Saw 
GOP Convention 


Wasuincton, July 23—The 
American Research Bureau reports 
the Republican National Conven- 
tion had the largest television aud- 
ience in history—50,930,000 view- 
ers. 


Director James W. Seiler said. 


the ARB’s national survey showed 
TV sets were tuned to the con- 
vention in 14,980,000 homes, with 
an average of 3.4 viewers at each 
set. 

This total represents the num- 
ber of people who watched any 
part of the convention during the 
week. The ARB points out that 
“the convention drew fewer view- 
ers than the top programs in June 
in the three representative cities.” 


s ARB figures show that in Chi- 
cago, the June rating for “I Love 
Lucy” was 71.3, compared to the 
top convention rating of 69.3. In 
New York, June rating figures of 
“I Love Lucy,” the Walcott-Charles 
heavyweight title bout and Ar- 
thur Godfrey’s “Talent Scouts” 
were all higher than the top con- 
vention rating of 51.1. In Los An- 
geles, the latter two programs, plus 


| Red Skelton, all topped the high- 


est convention rating. 

The ARB said the peak of TV 
viewing came Monday night when 
21,370,000 persons watched the 
keynote address of Gen. Douglas 
MacArthur. 


Kids to Fly to Hollywood 
for Naming Hoppy’s Colt 

Burry Biscuit Corp., Elizabeth, 
N.J., is offering a plane trip to 
Hollywood to the boy and girl who 
submit the best names for Hop- 
along Cassidy’s new colt. Newspa- 
per ads in Philadelphia, Albany 
and Cleveland are being used. Re- 
prints of the ads appear in store 
displays. 

W. Earl Bothwell Inc., New 
York, is handling the special pro- 
motion. 


| Breskin Names Birnbaum 


Robert Birnbaum, formerly with 
Popular Publications, Magazine of 
Wall Street and Saturday Review, 
has been named circulation man- 
ager of Modern Plastics and Mod- 
ern Packaging, both Breskin pub- 
lications. Stanley Day Jr., pre- 
viously editor of Retail Tobacco- 
nist and Tobacco Jobber, has been 
appointed an associate editor of 
Modern Packaging. 


Appoint Richard Roney 

Conover-Mast Publications Inc. 
has appointed Richard T. Roney 
assistant publisher of the Conover- 
Mast Purchasing Directory, a new 
position. Mr. Roney has been a 
member of the directory’s sales 
staff since its inception in 1940 and 
for the past three years has been 
eastern sales manager. 


Lammot du Pont 
Dies; Was Head of 
du Pont Two Decades 


| New Lonpon, Conn., July 24— 
| Lammot du Pont, 71, former presi- 
dent and chairman of the board 
| of E. I. du Pont de Nemours & Co., 
died today at Lawrence Hospital, 
apparently of a heart ailment. He 
entered the hospital July 11 after 
becoming ill at his summer home 
on Fishers’ Island. 

A graduate of Massachusetts In- 
stitute of Technology, Mr. du Pont 
-worked as a draftsman for Pen- 
coyd Iron Works until 1902 when 
he joined the chemical company 
founded by his great grandfather. 
He succeeded his brother, Pierre, 
as president of du Pont in 1926, 
retiring in 1940. He continued as 
chairman of the board until 1948. 

As head of the 150-year-old 
company during the depression 
years, Mr. du Pont directed a vast 
expansion program which estab- 
lished the name du Pont in the 
manufacture of dyes, rayon, cello- 
phane and other organic chemical 
products. 

Expenditures for resear -h, which 
were increased nearly evenfold 
under Lammot du Pont, were 
largely responsible for the devel- 
opment by the company of neo- 
prene, the first all-purpose syn- 
thetic rubber, and nylon, opening 
a new field of synthetic fibres. 
These and similar products now 
account for close to half of the 
firm’s business. 


FREDERICK WIGGINS 
Curicaco, July 22—Frederick T. 
Wiggins, 75, v.p. of John B. Wig- 
gins Engraving Co., died July 17. 
He was the son of the founder of 
the engraving company which has 
been operating here since 1857. 


ROSCOE W. SEGAR 

PORTLAND, ORE., July 22—Roscoe 
Wesibrooke Segar, 51, head of 
Roscoe W. Segar Advertising, died 
July 11 after an illness of several 
months. 


He entered the agency business. 


in Rockford, Ill, in 1911 and in 
1927 returned to his former home 
in Portland to open a branch of his 
agency. Later he gave up his east- 
ern office and with his wife, 
Dorothy, maintained the Portland 
agency until his death. 


THOMAS W. GREENALL 
NORTHFIELD, VT., July 22— 
Thomas W. Greenall, 76, onetime 
member of the advertising depart- 
ment of the Boston Herald, died at 
Mayo Memorial Hospital here July 
16. Mr. Greenall was a former di- 
rector of the old Boston Press Club. 


Aid Soap Names Williams 


Aid Soap Mfg. Co., Rochester, 
Pa., maker of Purity soap, has 
named John R. C. Williams Ad- 
vertising, Pittsburgh, to handle in- 
dustrial and promotional adver- 
‘ tising. 
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Two United Motors 


Meprorp, OreE., July 22—Two 
sales executives of United Motors 
Service division of General Mo- 
tors Corp. were found shot to 
death yesterday in Crater Lake 
| National Park near here. 

The murdered men were C. P. 
Culhane, 55, general sales manager 
of the division, and A. M. Jones, 
56, West Coast sales manager for 
United Motors. Mr. Culhane, of 
Detroit, was in Oregon on business 
and had joined Mr. Jones for a 
fishing trip in the national park. 

The deaths were not explained, 
but it was believed that the sus- 
| pected slayer of a Medford state 
| police officer, supposedly hiding 
jout in the heavily wooded park, 
was responsible. 
| 
F. J. SENSENBRENNER 

NEENAH, Wis., July 23—Frank 
Jacob Sensenbrenner, 87, formerly 
chairman of the board of Kimber- 
ly-Clark Corp., died yesterday in 
a local hospital. 

The well-known paper company 
executive was born in Menasha, 
Wis., and started his business ca- 
reer as a bookkeeper. He joined 
Kimberly-Clark in 1889 and by 
1907 was general manager and Ist 
v.p. of the company. After Mr. 
Kimberly’s death in 1926, Mr. Sen- 
senbrenner was elected president. 
In 1942 he resigned the presidency 
to become board chairman until his 
retirement in 1945. 

With the late Adolph S. Ochs, 
publisher of the New York Times, 
Mr. Sensenbrenner organized the 
Spruce Falls Power & Paper Co. in 
1920. The majority of the Times’ 
newsprint is derived from this 
source. 

Mr. Sensenbrenner was also a 
director of International Cellucot- 
ton Products Co., Chicago, the Wis- 
consin Central Railway, several 
Wisconsin banks and a trustee and 
executive committee member of 
the Northwest Mutual Life In- 
surance Co., Milwaukee. At the 
time of his death he was president 
of the board of regents of the Uni- 
versity of Wisconsin. 


WALTER H. HOLRETH 
EscaNaBa, Micu., July 24—Wal- 
ter H. Holreth, 73, national adver- 
tising manager of the Escanaba 
Daily Press, died July 20. He was 
associated with the Press since its 
establishment in 1909. 


EDWARD HERRLINGER 

Cincinnati, July 24—Edward F. 
Herrlinger, 81, formerly president 
of the Nationa! Paper Trade Assn., 
died July 20. 
| Mr. Herrlinger founded the 
Gummed Products Co., Troy, O., 
manufacturer of Trojan brand 
gummed tape, printing paper, etc., 
in 1914 and was president of the 
company until 1936 when he be- 
came board chairman. 

He is survived by two sons, 
Roth, president and general man- 
ager of Gummed Products, and 
Paul, a v.p. 


CHARLES L. BENNETT 

New York, July 22—Charles L. 
Bennett, 63, manager of classified 
and resort advertising of the 
Brooklyn Eagle, died July 20 of a 
heart attack at Blue Point, L.I. A 
native of Brooklyn, he spent most 
of his business career in newspa- 
per and radio advertising. He had 
been with the Eagle since 1935. 


ROBERT C. SANBORN 

Boston, July 22—Robert C. 
Sanborn, 80, former Boston adver- 
tising man, died recently at his 
home in Paris, France. 

Mr. Sanborn was advertising 


|Mmanager of Rice & Hutchins here 
and manager of Mitchell Publica- 
tions, New York. 
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Korte Named Baughman A.M. |General Foods and Reynolds Boston Marketers Elect 


Kenneth Korte, formerly with| 
Philip Morris, Montgomery Ward 
& Co., and Executive Service Inc. 
in sales, advertising and personnel 
capacities, has been appointed ad- 
vertising manager of Baughman 
Mfg. Co., Jerseyville, Ill, maker 
of spreader bodies for agricultural, 
highway maintenance and ice-con- 
trol use. The Baughman account, | 
formerly split between two agen- 
cies, is now handled by Batz-| 
Hodgson-Neuwoehner, St. Louis. 


CBS Plans TV Near Boston 


Columbia Broadcasting System 
has taken an option on eight acres 
of land in Natick, Mass., near Bos- 
ton. CBS, which owns and oper-| 
ates WEEI, Boston, plans to build 
a transmitting station there for a 
new Boston channel, according to 
a Boston real estate man. The deal 
is contingent on the city of Natick’s 
willingness to have an 800’ tower 
constructed on property which is 
residentially zoned. 


Pushes Cake Mix on Radio 


Consolidated Mills Corp. of 
Nebraska has signed Hollywood 
disc jockey Bob McLaughlin to} 
produce, for 52 weeks, three 15-| 
minute programs a week for its| 
Duncan Hines devil’s food cake} 
mix. The programs will be broad-| 
cast in 20 markets, effective Aug.) 
4, and expanded to 200 markets, | 
coast-to-coast, after 13 weeks. 
Gardner Advertising Co., St. Louis, 
is the agency. 


| 
| 


} 
| 


Searcy Appoints Artiling 

Mrs. Doris Artiling, formerly 
with Doernbecher Mfg. Co. and 
more recently with Business Print- 
ing Co., Portland, Ore., has been | 
named office manager of Searcy | 
Advertising, Portland. She suc- 
ceeds Mrs. Blanch Oberg, who has 
resigned after eight years with the 
agency to take the fulltime job of) 
president of the Oregon State) 
VFW auxiliary. 


Gray & Rogers Boosts Fest 

Robert G. Fest, for the past two 
years a production manager, has 
been promoted to assistant traffic 
manager of Gray & Rogers, Phila- 
delphia. He is succeeded by Charles 
F. Jobs, formerly with the pro- 
duction department of North 
American Composition, Philadel- 
phia printer. 


Promotes Leighton Harris 


Leighton G. Harris, assistant di- 
rector of advertising for New Eng- 
land Mutual Life Insurance Co., 
Boston, has been promoted to man- 
ager of sales promotion. 


SELL 
DIRECT 


for quick, low cost 
NATIONAL 
DISTRIBUTION 


!1f building national distribution for your 
product or service is your problem . . 
look to direct-to-consumer selling. Every- 
where, in every state, experienced sales- 
men and saleswomen are ready to carry | 
your line and demonstrate your product 
to your prospects. They do this at their 
own expense. Through this plan you ac- | 
complish nationwide distribution in a/ 
fraction ot the time required by any 
other method . . . and at a fraction of | 
the usual sales cost! 


Direct selling is a proved plan. It is big 
business . . . over $7,000,000,000.00 in 
goods and services are moved to the) 
onsumer each year via the direct selling 
route. 


Every home, office, shop, factory, hotel, | 
store and institution is reached by direct 
<elling volume builders. If your line can | 
be sold best by personal demonstration 
. . » we invite you to get the facts about 
direct selling and leading publication 
serving the field for the past 28 vears ... 
OPPORTUNITY MAGAZINE. The 
services of OPPORTUNITY’S merchan- | 
dising and planning staff are yours with-— 
out cost or obligation. Write in detail to 
Merchandising Director . . . | 


OPPORTUNITY | 
MAGAZINE 


Dept. A-129 
28 E. Jackson Bivd. Chicage 4, Iilinois 


| Robert Young, will be broadcast 
| under the banner of General Foods | 


| Foods sponsored this drama until| mail promotion manager for Mo- 


Buy NBC Radio Programs | Shea Smith III of the Merrimac 
National Broadcasting Co. has division of Monsanto Chemical | 
snared sponsors for two of last ©®» Everett, Mass, has been| 
year’s radio regulars—“Fibber Mc- €lected president of the Boston | 
Gee & Molly” and “Father Knows chapter of the American Market- 
Best.” The comedy team, which im& Assn. Other officers elected 
was presented by Pet Milk last 4r¢ Edward C. Bursk, editor of the 
season, will be sponsored by Rey-| Harvard Business Review, Ist V-P.; 
nolds Metals Co. (Buchanan & ce 6 tae es oes ee ;. 
.) i ‘ 4 " oe Prdhy J Ah 
=o) starting Oct. 7 at 9:30 pm, a? United ane a 
“ ” ; o., secretary, and E. Gerald Gray, 
Father Knows Best,” starring H. B. Humphrey, Alley & Richards, 
treasurer. 


Corp. (Benton & Bowles) when 
the program returns to the Sr | National Names Burns S.M. 


after a summer hiatus. General; Robert S. Burns, formerly direct 


last January when it was picked! tor, has been named sales man- 
up by Crosley Division, Avco Mfg.| ager of National Circulating Co., 
Corp. |New York. 


Seeger Joins Mullican Co. Standard Names Wehner 


Fritzi Seeger, formerly account! Standard Electronics Corp. 
executive, space buyer and pro- | Newark, maker of television trans- 
duction manager of David Allan & | mitting equipment and electronic 
Associates, Chicago, has been ap-| components, has named Wehner 
pointed in charge of production for! Advertising Service its advertis- 


| Mullican Co., Louisville, agency. ing and marketing counsel. 
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“Alas!” 
the Salesman sadly sighed, 
“Our last Displays 
lay down and died. 
I put them up— 

they did not stay; 
We'd better try 

the Inland way! 


facilities 


experience 


; = 


, 
~ 


INLAND LITHOGRAPH COMPAM, 


CHICAGO 6:-RANDOLPH 6-3256 


—— ) 
ati ' 


| 


TE 0 OO 


Than 


FU R N ITU R - New Haven, Conn. $37,590,000 
Portland, Oregon 35,280,000 

HOUSEHOLD Providence, R. I. 33,026,000 
Denver, Colorado 31,408,000 

R A D | 0 Rochester, N. Y. 31,110,000 
Lovisville, Ky. 27,546,000 

San Antonio, Texas 26,335,000 

Toledo, Ohio 25,750,000 

Des Moines, lowa 14,949,000 

Peoria, Illinois 12,726,000 


Sales... 


SAN DIEGO, CALIF. 


$40,330,000 


DATA COPYRIGHTED 1952 SALES MANAGEMENT 
SURVEY OF BUYING POWER 


THE MOST 
IMPORTANT CORNER 
IN THE U.S.A. i 
33 
7S 


SAN DIEGO 
CALIFORNIA 


$an Diego Union 


EVENING TRIBUNE 


REPRESENTED NATIONALLY BY THE 
WEST-HOLLIDAY CO., INC. 
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advertising now; 


heating equipment 


ADVERTISING AGE, 200 EB. 


WANT SALES MANAGER 
TO NAME OWN FUTURE 


tt ien't every day that we hire a Sales Manager hoping he becomes 
a View President, Director or beth within « few years. But that's 
our offer, We want a Sales Manager who will supervise sales and 
whe can plan on having « voice in company 
business and financial matters soon; and who will be encouraged 
to become an executive of a 50-year old, nationally known Toronto 
manufacturer. 
have hard goods experience here is your opportunity. Write your 


qualifications and salary requirements to BOX 215. 


if hetween 35-45 and 


you're 


Illinois St., Chicago 11, TN. 


TO A COPYWRITER 
Who Wants to 
Come to Boston 


Somewhere there's an experienced copywriter who can find a good spot in the 
Boston office of this nationally known advertising firm. To fill an opening created 
by increased business, we need an addition to our present staff of sixteen talented 


creative people. This means a writer 


it takes to turn out copy for some of the biggest names in American 


The person we have in mind probably is 


agency. Or maybe for a manufacturer. 


not just an idea-man. A man who has what 


b 


Rates: $1.00 per line, minimum charge 


column inch. Regular card discounts, 


$4.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 12 days 
Preceding publication date. Display classified takes card rate of $12.75 per 


size and frequency, apply on display. | 


J 


(SA Sh NE CORN ARRAN 
HELP WANTED HELP WANTED 
ADVERTISING SALESMAN RIGHT HAND MAN 


| Must be proven top calibre, experienced 

on business papers. Important territory 
(Chicago headquarters) of leading trade 
publication. Write fully giving age, salary, 
experience and other details. Sorry, this 
is not for cubs or beginners 

Box 5202, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. | 
ELECTRICAL ENGINEER 
Chicago advertising and sales promotion 
agency servicing accounts manufacturing 
equipment for electrical power distribu- 
tion systems has exceptional opening for 
man with editorial ability to write trade 
paper ads, develop bulletins and catalogs 
and prepare news releases. Salary com- 

mensurate with ability. 

Box 5192, ADVERTISING AGE. 

200 E. Illinois St., Chicago 11, Ill. 
NEW YORK REPRESENTATIVE SEEKS 
space salesman with promotional know- 
how either magazine or newspaper ex- 
perience for religious publication. Give 
background record, references and salary 
requirements. 

Box 5197, ADVERTISING AGE, 

801 Second Ave., New York 17, N. Y. 


working now for a small or medium-sized 
Perhaps he’s a native New Englander 


who's had enough of New York, Chicago or wherever, and now wants to “come 


back home’. « 


He won't be expected to double in brass as an artist, but if he's creative visually 
as well as verbaily, that will count in his favor. And to balance against the older 
members of our staff, a man between 25-35 would be ideal. 


Please don't apply unless you can move 


to Boston (or live here now). And don’t 


send samples. Just write in detail about your background, experience, and salary 
requirements. But don’t put it off—because if you’re the man we've been looking 
for, we'd like to pass the papers soon. Box 209, Advertising Age, 801 Second Ave., 


New York 17, N. ¥ 


Information for Advertisers 


0. 4389. Radical Improvements in 
Movie Screens Announced 

“The All-New, Sensational Ra- 
jant ‘Classroom’ Screen,” is a 
ew brochure offered by Radiant 
fg. Corp., describing its radically 
»w line of portable movie screens 
r conference room and sales pur- 
ses, Main feature is the fact that 
room need not be darkened, thus 
rmitting use of supplemental 
sual material, note-taking, nor- 
al instructor-class contact, and 
mplete audience control. Screens 
n be set up on table or desk top, 
desired, without use of tripod. 


0. 4393. Outlook in Hotel Market. 
Ahrens Publishing Co. offers 
“Manufacturer’s Service and Re- 


search Report No. 0527” on the! 


subject of what’s ahead for hotel 
modernization, purchases, improve- 
ments and replacements. With the 
exception of foods and food serv- 
ice equipment, the study covers 
nearly everything that goes into a 
hotel, from paint to air condition- 
ing. 


No. 4394. The Medical Market in 

Industrial Medical Departments. 

“Summary of a Survey to Deter- 
mine the Potential Market” is a 
new study offered by Industrial 
Medicine & Surgery analyzing the 
market among industrial plant 
medical departments and plant hos- 


pitals for medicines, hospital and “Methods, Ingredients and Brands | 
surgical supplies and equipment, Used in Baking Breads and Pas-| 


safety equipment, etc. 


No. 4398. Promotion in the Shoe 
Trade. 

Boot and Shoe Recorder offers a 
new booklet, “Let’s Look at the 
Record,” breaking down the 
amount of business paper promo- 
tion used by the various manufac- 
turers in the industry—shoe, leath- 
er, materials, and other suppliers. 


No. 4400. Food Processing Facts. 

Food Processing offers a new 
“Market and Media Facts” folder 
(NIAA-type) giving history and 
background, markets served, circu- 
lation information, readership, edi- 
torial history and policy, special 
services, etc. 


4390. Philadelphia Circulation 
Figures. 

“1952 Circulation Analysis” is a 
new book offered by the Philadel- 
phia Inquirer, studying its daily 
and Sunday coverage by counties 
and towns in the states of Penn- 
sylvania, New Jersey, Delaware 
jand Maryland. Maps and brief eco- 


a data round out the picture. 


No. 


No. 4395. Analysis of Home Baking | 

Practices. 

How does Gold Medal stack up 
against Pillsbury, is Swan’s Down | 
still No. 1, where does Betty| 
Crocker cake mix stand vs. Dun- 
can Hines? Answers to these and 
scores of related questions are 
found in Household’s new report, 


tries.” 


Note: Requests for the items listed above will not be serviced beyond Aug. 25. 


| retail type—for ads, (in cooperation with 


ARE YOU THE COPY CHIEF 
WE ARE SEEKING? 

We are a large successful Chicago chdin 
department store organization nationally 
famous for our aggressive, hard-hitting 
copy. We need copy chief, one who can 
write copy that fits the situation - should 
be equally facile on copy that breathes 
fashion smartness and on copy that 
pounds across a value message. More im- 
portantly, must be able to guide, encour- 
age and inspire staff of a dozen writers to 
do a top job. The salary will be good - 
mighty good - because only a mighty good 
advertising copy chief with department 
store experience is wanted. Write fully. 
Our organization knows about this open- 
ing and will respect your confidence. 

Box 5196, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Il! 


FRED J. MASTERSON 
ADVERTISING—PUBLISHING 
PERSONNEL 


All types of positions for men and women 
185 N. Wabash Fr 2-0115 Chicago 
CREATIVE COPY MAN 
Small, growing 4A agency in pleasant 
S.C. town of 70,000 wants good creative 
copy man. Should have minimum of 5 
years experiencé and good reason for lo- 
cating permanently in this area. Create 
copy and plans for Consumer and Indus- 
trial accounts. Some assist on client con- 
tact. Will pay $6000 to right man. Send 
complete resume to: Henderson Advertis- 

ing Agency, Greenville, S. C. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 

GEORGE WILLIAMS-PLACEMENTS 

209 S. State St Ha 7- Chicago 

SPACE SALESMAN - Chicago area. Fast 

growing industrial publication, Class 69, 

has opening for hard working, experi- 
enced man who wants opportunity to 
progress. Car required. Must give com- 
plete details of past experience, earnings, 
etc. Draw against commissions. 
Box 5183, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y. 


COPYWRITER 
TV SALES PROMOTION 
Would you like to promote the sales of 
television and radios—in the fascinating 
and fast moving TV business of a big Chi- 
cago manufacturer? 
Here's a variety job where initiative, im- 
agination, energetic cooperation will pay 
off in advancement to Ass’t Sales Prom. 
Mer's position. 
You must have good writing experience— 


our agency) literature, dealer broadsides, 
displays, etc. No interest in your applica- 
tion unless it details your experience and 
income. Write BOX No. 5193, ADVE 
TISING AGE, 200 E. Illinois St., Chicago 
11, Mm. 


BARNARD 
A service for employers and applicants 
in the fields of advertising and publish- 
Office and professional 
176 W. Adams Street. 


Central 6-3178 


Are You Bumping 
Against A Stone Wall? 


Have you gone as far as you 
|can in your present publish- 
\ing job? Can you write, edit, 
promote and sell? Are you at 


| giving factual outline of experience, edu- 


needed by officer of medium sized agency 
for #2 spot on a 3-account group—grocery | 
product, utility and client with profes- 
sional and major appliance lines. Con- 
siderable writing and creative direction, | 
some client contact involved. Young, con- 
genial staff; exceptionally pleasant central 
Wisconsin location; reasonable housing 
situation. Write in complete confidence 


cation, salary requirement, availability, etc. | 
Box 5194, ADVERTISING AGE, | 


200 E. Illinois St., Chicago 11, Il. 


MOLENE 
PERSONNEL SERVICE 
. Copywriters | 
Editorial Artists | 
Promotional 


BANKERS BLDG. ANDOVER 3 4424 


POSITIONS WANTED 

TOP FLIGHT COPYWRITER 

N. ¥. OR MIAMI 
Over eleven years experience, eight with 
major agency. Masterful campaign plan- 
ner. Wide food, cosmetics, and fashion 
experience 

Box 5199, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
SUCCESSFUL EXEC. ADVERTISING 
and allied sales fields desires position with 
agency, radio or Mfg. Knowledge mer- 
chandising, Sls. Prom., publicity retail & 
mail order. Age 33, married, relocate. 

Box 5201, ADVERTISING AGE, 

801 Second Ave., New York 17, N. Y. 
CHIEF PUBLIC RELATIONS WRITER 
Under 30. Desires new assoc. in Chicago 
or N.Y.C. with future in man. Solid and 
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Newsprint Consumption Up 
4% in June, 1952, for U.S. 


Newsprint consumption in June 
by papers reporting to the Ameri- 
can Newspaper Publishers Assn. 
was 379,943 tons—an increase of 
4% over the previous June's 365,- 
324 tons. There were five Sundays 
in this June and four a year ago. 

The end of the month saw 44 
days’ supply of newsprint on hand 
or in transit—an increase of four 
days over May, 1952. At the end of 
June, 1951, there were 37 days’ 
supply. Total estimated newsprint 
consumption in the U.S. in June 
was 506,591 tons, and for the first 
six months of this year, 3,027,583 
tons. 


Pyrene Mig. Appoints Two 
S. C. Williams has been pro- 


moted to general field sales man- 


|}ager and Walter W. Kemphert 


named Midwest district manager 
of Pyrene Mfg. Co., Newark maker 
of fire extinguishers and extin- 
guisher systems. Mr. Williams has 
been district manager at Newark 
and Chicago. Mr. Kemphert for- 
merly was Midwest regional man- 
ager of American Pulley Co.; v.p. 
in charge of sales of Skilsaw Inc., 
and manager of the merchandising 
division of Worthington Pump & 
Machinery Corp., Harrison, N. J. 


P&G Starts Hair-Care Contest 


Procter & Gamble Co., Cincin- 
nati, has launched its second hair- 


diversified bkgrd. with agency, media : r 
and mfg. Topnotch references. care display contest, offering 
Box 5198, ADVERTISING AGE, prizes totaling more than $10,000. 


200 E. Illinois St., Chicago 11, Ill. 

Get printed resume of presentable vet, 
(25). Now newspaper retail adman. 

Box 5191, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Il. 
IDEAS APLENTY, well disciplined mind, 
experienced factual writer, former news- 
man, BA, getting out of the army again 
(thus draft proof). Really needed by a 
progressive agency. Prefer West but able 
to produce anywhere. Ready September 1 

Box 5189, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
ART STUDIO REPRESENTATIVE 
35 year old art studio representative, with 
own accounts billing $70,000.00 annually, 
wishes to make change. Over twenty years 
graphic arts experience and seven years 
with present studio affiliation. Will con- 
sider small or medium size Chicago studio 
with top notch photographers, retouchers, 
mechanical artists and _ illustrators 
studio at present handling agency 
manufacturers’ art that wishes to ex- 
pand into the catalog and industrial art 

ield. 

Box 5195, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Il. 


MR. ADVERTISING MANAGER: Wres- 
tling with a house organ? Got any writing 
overloads? I'll take them off your hands, 
do the complete job, or as much as you 
want to farm out. Your satisfaction 
guaranteed. 

Box 5190, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
REPRESENTATIVES WANTED 
Home Comfort WHOLESALER listed 
R.D.S. open for publisher's advertising 
representatives Ohio, Pittsburg, Phila., 
N. Y., N. E. Commission basis. 25 E. 

TF FA 8 
MISCELLANEOUS 
IDEAL FOR ADVERTISING AGENCY or 
publisher—complete office suite occupy- 
ing entire floor and consisting of four 
large private offices, reception room, re- 
ceptionist’s office and two stockrooms 


Modern, newly remodeled building on 
Huron St. near Michigan Av., Chicago. 
Central air-conditioning cools’ entire 
building. Reasonable rental, long-term 


lease. Call Mr. Abrams, DElaware 17-7700. 


PACKAGING EDITOR 


For a man who knows the 
packaging field (more par- 
ticularly the problem of 
getting a product into a 
package rather than design- 
ing one) and who has had 


publishing or advertising 


P&G supplies all display material 
and urges retailers to feature Prell, 
Drene, Shasta and Lilt in their dis- 
plays. There will be a $1,000 grand 
prize and 15 regional prizes, Ben- 
ton & Bowles, agency for Prell, is 
placing the advertising. Last year, 
the Drene agency—Compton Ad- 
vertising—handled it. 


Flako Sponsors Radio Show 


Flako Products Corp. New 
Brunswick, N.J., maker of baking 
mixes, is sponsoring the 10:25- 
10:30 a.m., EDT, segment of the 
Galen Drake radio program, a 15- 
minute stint of homespun philoso- 
phy and anecdotes, over CBS. This 
is Flako’s debut as a network ra- 
dio sponsor. Previously the com- 
pany was a spot and participating 
client. H. B. Le Quatte Co., New 
York, is the agency. 


SPACE MAN 
A Cleveland publisher has an 
opening in his Chicago office 
for a young, aggressive space 
man. An unusual opportunity 
for a connection with a grow- 
ing, aggressive organization. 
All replies confidential. 
Box 211, Advertising Age 
200 E. Illinois St. 
Chicago 11, Ill. 


TRAINING MATERIALS WRITER 


Permanent position for semi- 
technical writer in Sales Train- 
ing Department of national indus- 
trial manufacturer and distributor. 
Prefer educational background in 
journalism, sales management or 
advertising with experience in 
writing, layout, education or 
training. Age 35 or less. 


Box 210, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


experience, we have a splen- 
did managerial opportunity. 


Box 213, Advertising Age 
200 East Illinois St. 
Chicago 11, IIl. 


present making a 5-figure sal- 

|ary? Are you a responsible 
self-starter? Have you pub- 
lishing experience in heavy 
industry? 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., Apvertisinc AcE 
200 E. Illinois St., Chicago 11, IIL. 


COPYWRITER WANTED 
by Chicago agency 


|| A top writing job with a long- 
| established agency, now in a 
period of rapid growth. Inter- 


Please send me the following (insert number of each item wanted 
—please print or type) 


We have a wonderful spot for 
the man who can answer 


¥. . i || esting accounts, pleasant work- 
“Yes” to the above. || ing conditions, five figure salary. 
NAME TITLE tn YOUR CLASSIFIED Please write fully. (Our staff 
COMPANY Box No. 212, Advertising Age | ADVERTISEMENT WILL | | knows about this ad.) 

ADoaess ..... 200 E. Illinois St. BOX 216, ADVERTISING AGE 
CITY & ZONE ..... ee Chicago 11, Iil. GET RESULTS HERE ‘Gina a 
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49TH MONTHLY AD-—Lilli Ann, San Fran- 

cisco suit and coat maker, is running this 

page in Harper's Bazaar, Mademoiselle 

and Vogue, through Botsford, Constantine 

& Gardner. The July ad is Lilli Ann’s 49th 

consecutive monthly ad in Harper's Ba- 
zaar. 


“Mes Enfants’ for 
Canadian Parents 
To Bow in October 


MontTreEAL, July 22—Publications 
Faust Limitee will bring out a 
French language parents’ maga- 
zine in October to be called Mes 
Enfants. A pa‘d circulation of 50,- 
000 is guaranteed. Distribution will 
be by subscription, newsstands and 
grocerteria outlets. 

Standard b&w page rate will be 
$595. A four-color page will be 
$840. 

Because of the need for a par- 
ents’ magazine in French Canada, 
subscriptions are being sold before 
the magazine is published, accord- 
ing to Madelaine Faust-Morin, 
publisher, who said: “We believe 
that by 1954 we will have 175,000 
paid circulation.” 


® Subjects that will be regularly 
discussed in Mes Enfants include 
child rearing, family fashion, fic- 
tion, knitting, medical care, nutri- 
tion, prenatal care, psychology, 
sewing, sports, and similar sub- 


Named by N. Y. Central 


|zine in 


Russell 1. Walker has been elected 
secretary of the New York Central 
Railroad Company and 41 affiliated 
and subsidiary companies. 

With the New York Central since 
1940, Mr. Walker is one of the 430,540 
business executives who read The Wall 
Street Journal regularly. 

Facts Guide Decisions 

From significant facts assembled and | 
interpreted by the world’s largest busi- 
ness-news gathering staff, Wall Street 
Journal readers like Mr. Walker are 
able to make effective production, dis- 
tribution, selling, as well as buying 
plans. 

As an example, the New York Cen- 
tral (only one of the many large and 
small transportation systems whose ex- 
ecutives read The Journal) has car- 
ried out a postwar ow involving | 
expenditures totalling $570,000,000 
since 1945. With reading audiences of 
such buying potential, no wonder Wall 
Street Journal advertisers are enthusi- 
astic about results! 

(ADVERTISEMENT ) 


jects by authorities in their re- 
spective fields. 

Steinberg Retail Grocerterias 
has agreed to sell the new maga- 
its stores, and negotia- 
tions are under way for distribu- 
tion in other chain outlets. 


Two Name Abbott Kimball Co. | 

The Boy’s Apparel Guild in| 
California and Renaar of Califor- 
nia, maker of Spor-Tee spert shirt | 
ties, have appointed Abbott Kim-| 
ball Co., Los Angeles, to handle | 
all advertising and promotional} 
activities. The guild is an associ-| 
ation of boy’s wear manufacturers | 
joined to conduct market and pro-| 
motional activities, which will be! 
expanded this year. Plans for} 
Renaar include trade and con- 
sumer magazines and direct mail. 


Appoints George Adkisson 

George B. J. Adkisson, radio ac- 
count executive of KSTP, Min- 
neapolis-St. Paul, will join the 
staff of the Chicago division of 
Henry I. Christal Co., radio-TV 
representative, on Aug. 18. He 
will werk primarily with farm ac- 
counts. 


|has acquired the Kreml products 


| son Co., Montreal, has been named 
| to direct the advertising for Krem] 
| hair tonic and the Montreal office 


| uct 


Names Agencies for Kreml 
J. B. Williams (Canada) Ltd., 


from R. B. Semler Inc., New 
Canaan, Conn. J. Walter Thomp- 


of Canadian Advertising will han- 
dle advertising for Kreml sham- 
poo. The latter agency also will di- 
rect advertising of Conti Castile 
shampoo, another Williams prod- 


Snider Fuel to Silton Bros. 


Snider Fuel Corp., Boston pro- 
ducer of Welsh coal, has appointed 
Silton Bros., Boston, to direct its 
advertising. Snider’s current cam- 
paign is being built around the 
theme: “The Hottest Coal in 
Town.” 


Hoftman to ‘Traffic World’ 


Edwin F. Hoffman Jr., formerly 
eastern advertising manager of} 
Ahrens Publishing Co., has been 
named eastern advertising mana- 
ger of Traffic World. He will have 
his headquarters in New York. 


Forms Pittsburgh Agency 


A new agency, Lee English & |witn LiPe-ike BYe* 
Associates, 2030 Laketon Rd., Pitts- | |CATCHER photos. Used 


Pp " 
by biggest advertisers 
Uk 


burgh 21, has been formed by Lee | |nothing Uke them “ 

English, formerly an account ex- aie es Oy 

ecutive with Edward M. Power |print plan. Single Prints > 
Co., Pittsburgh, and Walker & whe Ne BE 

Downing, Pittsburgh. The agency | Ligne, mcate rt vi 
now has 13 active accounts. | Lot 8. : 


Admen from Davenport to Sterling to Rockford! 


You are threatened with the op- 
portunity to become acquainted 
with the fellows pictured here. 
These men represent Wagners—a 
printing concern that has been 
roaring the presses for 73 years. 
With this background of service 
to many leading advertisers and 
agencies, Wagners has definite 
benefits to offer all Midwest ad- 
men. 

Here you will find high b yond 
standards in both offset and letter 
press reproduction. Here, too, is 
a composing room of craftsmen 
with more than Cheltenham : 
(bless it) to work with. And here moreover is an attitude of confidence 
and ability that says to your finicky, difficult job—Yes, we can do it. 
One of the men above will be in to tell you more. the meantime, we 
shall be glad to include you on our mailing list to receive Printing 
Pointers. Write for it, today. WAGNERS, Printers, Typographers, Lithog- 
raphers, Davenport, Iowa. 
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/ When Queen Juliana 
Gomes to Sea Island, Ga... 
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There's a Color Shot of Royalty 


sax 


for the Journal-Constitution Sunday Magazine 


If you have ever tried to photograph a Queen who 
was reluctant to be photographed, then you can ap- 
preciate the above picture. When Queen Juliana of 
Holland visited Sea Island, Georgia, recently, she 
stated very -specifically that she wanted no picture 
taken. That rebuff alone is enough to discourage the 


very timid but not so 


The Journal and Constitution 


Magazine photographer. 


During Her Majesty’s stay at the delightful Georgia 
resort, she was photographed not once but many times 


THE ATLANTA 


Ou 


al and Constitution 


and in color so readers of The Magazine could see a 
Queen and a Prince at play. Despite the strongarm 
tactics of security men and state troopers, pictures 
WERE made by enterprising photographers out to 
cover a story. 

Such skill and ingenuity are good reasons why 
The Atlanta Journal and Constitution Magazine main- 
tains a readership of 99 per cent women and 96 per 
cent men.* An advertiser’s dollar is a safe and sure 
investment when he advertises in the South’s finest 
locally edited Sunday Magazine. 

*PRS Report 2-13-'52 
Circulation 472,278 — ABC Audit 3-31-'52 


MAGAZINE 


National Representatives, Kelly-Smith Company 
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This Week in Washington... 


Recruiters at Work on ‘54 Ad Budget 


By Stanley Cohen 
Washington Editor 

Wasuincton, July 24—When 
you work for the government, you 
have to become accustomed to 
looking ahead. 

Early this week, top advertising 
people in the Army and Air Force 
recruiting organization issued invi- 
tations for agencies to come in and 
file presentations on a $1,000,000 
campaign, for the period Oct. 1,/| 
1952, through June 30, 1953. 

Then they rushed off to a meet- 


President Harry S. Truman. 


debate in both houses of Congress, 
and just about a year from now 
Congress will be making the final 
decision on the advertising bud- 
get which was under discussion at 
the Pentagon Bldg. today. 
oo . 7 

For as many years as this re- 
porter can remember, the Justice 
ing. Department has been considered 

The meeting was on the budget | the least pleasant to deal with of 
for recruiting advertising for the | @!l government agencies. Its infor- 
period July 1, 1953—June 30, 1954. mation office maintained a “gag 

The results of this week’s meet- | Tule,” and Justice employes often 
1954 defense recruiting| hid behind this rule in order to 


| 
ing on | : j 
goals will not filter through the|@void answering even the most 
Defense Department's budgeting | *""ocent questions. 
machinery until late this year.| Attorney General James P. Mc- 


Granery acted this week to clean 
| up the situation. His new informa- 
|tion chief, Fred Mullen, enters 
government service after 15 years 
with the United Press. He is well 
liked by Washington newsmen and 


When the new Congress meets in 


Is Your Ad Anemic 


or does it Get the moat out of space you 


h dt lled to i 
GET LOST order by Walk Peesetups | aS a sound understanding of the 
arecostly—proof on request. | fact that government information 


When better mail order ada 
are set—they re typeskiiled 
by Walk—Aask YOUR AGENCY. 


K AY P WALK e Advertising Typographer 
Triephone O€ T-B120 @ 11 E. Hubberd, Chicage 11 | 


ona page staffs are supposed to open doors 
|—not close them. 


Incidentally, Fred is typical of 


TO REACH THE FASTEST GROWING CHURCH GROUP 
aims Circulation, 59,763 
TELL YOUR STORY IN Cheistias 


. 78% to church 
The only business poper beamed Life officers 
on the conservative church leader. : 20% to pastors 


January, 1953, it will be included 
jin the multi-billion dollar budget 
forwarded to the hill by outgoing 


Later there will be hearings and | 


the high caliber people who have 
| joined the government information 
service lately—people like Max 
Hall of Associated Press, who is 
| information chief at the Office of 
Price Stabilization, and Fred Peck 
of INS, who heads the information 
service at the Wage Stabilization 
Board. 


o . + 
As selling becomes harder in the 
| U. S. market, the tariff commission 
is getting an increasing number 
|of demands for duties to keep out 
foreign competition under the) 
“escape clause’ of the reciprocal 
trade law. The commission has| 
| been responsive to these requests. 
| In fact, it has been so responsive 
that President Truman hit the 2 
| ceiling this week when it proposed 
|a tariff on garlic imported from 
| Italy. 
| Ina bitter veto note, the Presi- 
dent pointed out that four farmers | 
in three of the richest agricultural | 
|counties in the U.S. grew all the! in the company’s 44-year history.” Vick 
garlic produced in this country—| Knight Agency, Los Angeles, handles the 
as a sideline. (It accounted aad account. 
|}only 10% of their income.) 
| He told the tariff commission it 
| ought to resist “protectionist pres-| drop the anti-trust count and act 
sures.” “America wants foreign | immediately on a host of license 
countries short of dollars to earn| Tenewals and transfers which are 
some rather than rely continually | 4t stake. Paramount feels there is 
on aid,” he argued. “It is to the | an element of discrimination in the 
benefit of the American taxpayer | case because FCC has been issu- 
|to let substantial foreign imports|ing renewals and transfers for 
|become a substitute for direct anti-trust offenders and has not 
| foreign aid,” he declared. put them through costly and cum- 

e e e | bersome hearings. 

Staff members of the Federal, The FCC staff points out that 
Communications Commission’s @ti-trust issues have already been 
broadcast bureau have pulled out | @%Plored in a 90-day hearing. 
all the stops in an effort to block Failure to : decide anti-trust as- 
plans to drop anti-trust charges pects of this case is notice to the 
which have prevented final action ‘"4ustry, the staff said, that FCC 
on the proposed merger of ABC ‘S in effect scrapping the anti-trust 


and United Paramount Theaters. | Policy statement adopted last year. 
| This statement said past anti-trust 


“ageky me 
loan wew 
ut once! 


POINT OF PURCHASE—Hollyvogue Tie 
Co. has tagged this die-cut easel card the 


Paramount has asked FCC to 


| violations may be evidence that a 

| firm or individual is not qualified 

| to hold a radio or TV license. 

7. e ” 

| The Securities & Exchange Com- 
|mission has proposed a new rule 
to encourage more widespread dis- 

: tribution of information about new 

security issues. The problem, ac- 

cording to SEC, is to get advance 

information into the hands of pro- 


spective buyers, without stimu- 


coLo. 


f 


“The most listened-to station in the area!" That Achievement Cita- as 
tion goes to KFAB as the Conlan Report for 1952 is released. This 
is not merely an Omaha survey . . . or a few hand-picked counties 
in the area, but is a thorough measurement of 111 solid counties in 
the KFAB primary and is based on 139,000 calls! . . . The final 
tabulation puts KFAB away out in front. Out of a total of 126 
rated quarter hours, KFPAB is top station in 119. Station B ranks 
first in only seven quarter-hour periods. Get the facts . . . find out 
what the audience-building achievements of KFAB will do for you 
in The Midwest Empire Market. Contact Harry Burke, General 
Manager or a Free & Peters Colonel. 


lating mass distribution of pros- 
pectuses which have yet to be ap- 


pa 


proved. 

Under the new rule, issuers, 
underwriters and dealers would be 
| permitted to use newspaper space 


and direct mail to announce an 


“most successful point of purchase piece | 


Advertising Age, July 28, 1952 


“identifying statement.” This, in 
so many words, would be an invi- 
tation for investors to write in 
and request copies of the proposed 
prospectus for the offering—the 
prospectus which still must be ap- 
proved by SEC. 

These proposed prospectuses— 
called “red herrings” because of 
the legend in red indicating that 
the security is not yet to be of- 
fered for sale—are already availa- 
ble to dealers. SEC feels more 
widespread distribution would help 
bona fide investors evaluate the 
proposed offering. 


Once the steel strike is settled, 
consumer goods industries will be 
pretty much on their own, so far 
as supplies of basic materials are 
concerned. Now that the U.S. is 
| paying the world price for copper, 
| supplies have improved so that all 
but the largest users are getting 
almost as much as they had in 
1950. Copper and aluminum may 
both be in a:free market by the 
lend of 1952, or by April 1, 1953. 
|at the latest. 
| Until the strike, steel supplies 
|were improving so rapidly that 
| steel might have been decontrolled 
| this fall. Defense Production Ad- 
| ministration Chief Henry Fowler 
leurrently predicts steel decontrol 
may be put off for another year. 
Unless there is an ore shortage— 
as a result of the work stoppage in 
the midst of the shipping season— 
his prediction will probably prove 
far too pessimistic. 


Appoints Tilds & Cantz 


Tilds & Cantz, Hollywood, has 
been appointed to direct adver- 
| tising for Ray Brown Automotive 
|Co., Los Angeles manufacturer of 
specialty automotive equipment. 
Automotive publications and some 
consumer publications will be used. 


Remington Boosts Livingston 


Louis Livingston, who several 
months ago was retained as a spe- 
cial consultant for public relations, 
|has been appointed v.p. in charge 
|of sales promotion and public re- 
lations for Remington Records Inc., 
New York. 


| SPECIAL DIVIDEND DECLARED* 


| If you advertised last year in the RICH- 
MOND (Calif.) INDEPENDENT . . . 
probably have an Earned Merchandising 
Credit 

*Why not find out? Contact Win Smith 
Advt. Mgr. 
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BMB REPORT. 


THE NASHVILLE MARKET (53 COUNTIES IN 
MIDDLE TENNESSEE AND SOUTHERN KENTUCKY) 
IS COVERED BY WSIX. SEE LATEST 


NATIONAL REPRESENTATIVE: 
GEO. P. HOLLINGBERRY CO. 


ABC AFFILIATE - 5000 WATTS 


T1OoOOW 
97.5 mc 


*980 KC WSIX FM 
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You’re in the door when you're in The Star! Eighty percent of The Star’s circulation is home delivered — 
to more homes than any other Washington paper. It’s an old Washington custom in the evening — 
and on Sunday morning — to relax and “read the ads in The Star.” It’s a habit that pays off for 
advertisers. In 1952 The Star has a greater-than-ever dominance in Washington newspaper lineage — 41.8% of all 
newspaper advertising, the remainder divided three ways. The welcome mat is out for the advertiser who 


stays with a dominant schedule in the dominant Star. 


1852 A Century of Leadership 1952 


The Washington Star 


Evening and Sunday Morning Editions 


Represented nationally by: O’Mara and Ormsbee, Inc., 420 Lexington Ave., NYC 17; The John E, Lutz Co., Tribune Tower, Chicago 11. 
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Commonwealth Shoe to FC&B 

Commonwealth Shoe & Leather 
Co., Whitman, Mass., has appointed 
Foote, Cone & Belding, New York, 
to handle its advertising, effective 
with the 1953 campaign now being 
prepared. The program will in- 
clude campaigns on _ Bostonian 
shoes, including the Denny Mur- 
ray line, Footsavers, Sta-Flex, Bos- 
tonian Jrs., and the complete group 


of Mansfield shoes. Media plans 
have not yet been announced. 
Young & Rubicam is the present 
agency. 


London Elected by United 


Donald London has been ap- 
pointed secretary of United Ad- 
vertising, Newark. He joined the 
agency as an account executive in 
1946. 


TV SPore 


At Low Prices You'll Like 


With our 35 years experience . . . 
highly trained staff... 


with our 
our complete labo- 


ratory and latest equipment, we produce 


Cut Costs On 


jf 
TV Commercials 


quality TV spots, show openings, ete., at a 
price lower than anyone else can touch, 
Send us your copy for estimate 


FILMACK STUDIOS 


. 1335 5. Wabash 


Chicago 5, Ill. 


Independent Grocers to Go After Customers 
With Merchandising Plan, Premium Deal 


Cuicaco, July 23—The Inde- 
pendent Grocers’ Alliance will in- 
troduce a new merchandising pro- 
gram in five sections of the nation 
this fall. It is a program ticketed 
to become the spearhead of IGA’s 
“direct consumer product mer- 
chandising each year.” 

Basically, the promotion is an 
attempt to build store traffic by 
pre-selling the consumer at home. 
Details were announced this week 
in a letter sent out to manufac- 
turers by Orville W. Johler, direc- 


tor of advertising and merchan- 


dising for IGA. 


@ The program will feature 12 
noncompetitive brand products and 
will be promoted mainly through 
a 36-page magazine called “The 
IGA Five Star Special.” This mag- 
azine, 642x9%”, will be mailed to 
homes by local IGA stores. The 


| publication, to be issued quarterly, 


will have many pages in full color 
and will include: 
1. A page and one-half of edi- 


torial information and recipes for 


each participating product. 
2. Space for 12 coupons, one for 
each food manufacturer. 


|}coupons will be good for either 


extra value or usable for premium 
points. 

3. Pictures of the premiums of- 
fered. 

4. A back-page promotion for 
each IGA store taking part in the 
campaign. 


® Mr. Johler told AA the program 
will break in October in the fol- 
lowing areas: Michigan, Indiana, 
parts of Ohio, upper New York 
State, and Maine, New Hampshire 
and Burlington, Vt. The 1,400 IGA 
stores in these areas are expected 
to mail out 500,000 copies of the 


|“Five Star Special’ magazine. 


These | 


N OW. . these vital questions 


are easier to decide ! 


How many of our sales are repeats? 


Is our increased volume due to 
greater consumer buying—or are 
dealers simply stocking up? 


How is our special offer paying out P 


Current and continuing answers to questions such 
as these are essential. 

Obviously, such answers cannot come from a 
One-time survey, no matter how broad, or even 
from occasional surveys. But now actual day-to-day 
purchase records from more than 5000 families are 
available to give you the current and continuing 
answers you need. 


One food manufacturer seemed to be losing customers from 
each of two products. Yet the facts showed that most of the 
“lost” customers were actually switching between the two prod- 
ucts for variety’s sake—but staying loyal to his brand! 

Decision: to stick to his selling strategy—it was winning 
friends to his line. 


Because he received reports every month on the daily pur- 
chases of more than 5000 families, a manufacturer selling in 
drug and variety outlets quickly saw that his upswing in sales 
was not due to increased buying by consumers—a fact that 
figures on sales to the trade could not have disclosed. 


The decision: to continue to advertise heavily, but go slow 


on production, since inventories were obviously being built up. 


Another manufacturer, from facts supplied by the continu- 
ing consumer survey, found that a special offer paid off only 


+ in the areas where he had competition. 


Which will best increase our gross 
—add a new product...or push 
what we have P 


The consumer purchase figures revealed that, while the deal 
did win customers away from his competitors, it could not get 
a larger number of people to use that kind of product. 


A manufacturer of a household product sought the best 
way to increase his gross. He was able to determine the chance 
for success for a new contender in the field . . . what consumers 
would expect in the way of performance and price. 

The reports from consumers showed their preferences and 
indicated that the new product would sell well—and it does! 


The facts upon which these manufacturers based their 
decisions were supplied by the Consumer Purchase Panel 
of the J. Walter Thompson Company. The Panel pro- 
vides a ‘‘moving picture’’ of the buying and consuming 
habits of more than 5000 families across the country— 
from urban, suburban and rurahareas—representing all in- 
come groups. Want to know more about it? Just write us 


J. WALTER THOMPSON COMPANY 


420 LEXINGTON AVENUE, New York 17, N.Y. 


New York, Cuicaco, Derrorr, San Francisco, Los ANGELEs, SeaTTLe, 
Wasuineron, D.C., Miami, Mowrrear, Toronto, Mexico Crry, Buenos Aires, 
Mowrevipeo, Rio pve Janeiro, Sio Pavio, Sanriaco (Cuiie), Lonpon, 


Paris, Anrwerr, Franxrurt, Mitan, Jonannessurc, Porr Extzasern, 
Care Town, Dursan, Bomaay, Caccurta, New Deca, Sypney, Mecsourne. 
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The only cost to the 12 manu- 
facturers participating will be 
1.25¢ for each booklet mailed out. 
Thus, for the total mailing of 500,- 
000, a manufacturer who has one 
of his products promoted will be 
billed $6,250. 

The entire program will be co- 
|ordinated by the IGA headquar- 
| ters office in Chicago. Mr. Johler 
said the campaign will be sup- 
| ported by IGA ads in The Ameri- 
can Weekly, Better Homes & Gar- 
dens, Farm Journal, Life, Look 
and Successful Farming. 


# On the local level, IGA whole- 
salers will place newspaper ad- 
vertising and supervise the retail 
selling drive. IGA will supply 
store window posters, — special 
counter, aisle and shelf displays 
and cash register emblems. 

In his letter Mr. Johler explained 
that “the primary objective of this 
promotion program is to coordi- 
nate the many individual company 
promotions that are proposed to 
us almost daily and are apparent- 
ly very costly for each company.” 
He added that the “daily increase 
of our supermarket operations and 
self service” has underlined the 
importance of direct home service 
and pre-selling for many products. 


® As coordinator of the program, 
IGA headquarters will clear all 
national advertising and will han- 
dle all details on coupon redemp- 
| tions and premiums. 

The IGA announcement letter 
|went out to some 100 manufac- 
|turers, but Mr. Johler reported 
'that six manufacturers already 
have been lined up for participa- 
tion. He said the program had met 
with enthusiastic acceptance among 
all wholesalers and manufacturers 
to whom it had been presented. 

The “Five Star Special” promo- 
tion will be a quarterly affair— 
fall, holiday, spring and summer. 
After its initial test this fall, IGA 
plans to expand the program na- 
tionally to 100% coverage of its 
5,500 stores. 


Griswold-Eshleman Is Agen-y 

Griswold-Eshleman, Cleveland, 
is the agency which placed the 
| B. F. Goodrich Co. ads, “You'd be 
|}miles ahead with better roads” 
| which ran coast-to-coast over the 
Fourth of July weekend. AA er- 
roneously reported July 14 that 
the ads were placed by Batten, 
Barton, Durstine & Osborn. Both 
agencies handle a portion of the 
B. F. Goodrich account. 


Toni Promotes Harris 

Robert Harris, sales promotion 
manager, has been promoted to 
brand manager for Tonette chil- 
dren’s home permanent and Toni 
spin curlers by Toni division of 
Gillette Co., Chicago. He is suc- 
ceeded by his assistant, Clark J. 
Gutman. 


Look SOUTH, Suh! 


WE GOT RID OF THE WINTER 


LONG, LONG AGO. 


| TO COVER THE SOUTH, 


OUTDOOR LEADS THE SHOW. 


~HlnixG)- 


BATON ROUGE, LA. 
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U. S. Files Suit 


to Bring Later 
Movies to TV 


Los ANGELES, July 24—Those 10- 
year-old movies you have been 
seeing on television will be a thing 
of the past if the federal govern- 
ment has its way. 

The anti-trust division of the 
Department of Justice yesterday 
filed a suit in the Los Angeles 
federal court against i2 motion 
picture producing and distributing 
companies designed to force them 
to allow feature films to be tele- 
cast. 

The suit charges that the de- 
fendants have agreed “to prevent 
16mm feature films from being ex- 
hibited so as to compete with es- 
tablished motion picture theaters,” 
and refuse to license anyone to tele- 
cast feature films. 


s Other charges: refusing to li- 
cense exhibitions in locations open 
to the public within a zone, usual- 
ly 10 miles in radius, around any 
established 35mm theater; Jimit- 
ing the conditions on which li- 
censes for exhibition of feature 
films may be granted to churches, 
schools, clubs, hotels and drive-in 
theaters. 

The complaint asks the court to 
enjoin the defendants from enter- 
ing into agreements protecting 
theater owners from competition 
from 16mm feature films, but al- 
lows that “reasonable” clearance 
periods between runs may be 
granted. 

The court is also asked to enter 
an order directing the defendants 
to grant unrestricted leases and li- 
censes for the exhibition—includ- 
ing telecasting—of such feature 
films under the control of any of 
the defendants as the court may 
deem necessary to dissipate fully 
the consequences of the alleged 
conspiracy. 


# In Washington, U. S. Attorney 
General James P. McGranery said 
“this suit is filed as part of the con- 
tinuing program of the anti-trust 
division of the Department of Jus- 
tice to prevent business men and 
others from combining to place re- 
strictions upon what members of 
the general public may see upon 
their TV sets.” 

Named as defendants in the ac- 
tion are 20th Century-Fox Film 
Corp.; Warner Brothers Pictures; 
Warner Brothers Picture Distribu- 
ting Corp.; R.K.O. Radio Pictures; 
Republic Pictures Corp.; Republic 
Productions; Columbia Pictures 
Corp.; Screen Gems Inc.; Universal 
Pictures Co.; United World Films 
and Pictorial Films. 

Also, Theater Owners of Amer- 
ica, a national group of theater 
owners, was named as a co-con- 
spirator, but not a defendant. 

No immediate reaction was 
forthcoming from principals in the 
suit, who have 20 days to reply. 


s However, the Independent 
Theater Owners Assn. today sent 
a provest to Attorney General 
McGranery protesting the suit. 

In a telegram, signed by Harry 
Brandt, president of the associa- 
tion, the suit was called “ill ad- 
vised and contrary to the Ameri- 
can principle of free enterprise be- 
cause the televised showing of a 
theatrical feature film on televi- 
sion destroys its commercial value 
for theatrical exhibition.” 

The message also said that “any 


successful prosecution of this case 
will destroy a free market; it also} 
will destroy the theater indus-| 
try...” and concluded that “this 
association is presently conferring 
with counsel to do everything in 
its power to defeat this purpose 
of the suit.” j 


FCC Issues Permit 


in Puerto Rico for 


‘Channel 2 Station 


WasHINGTON, July 24—The Fed- 
eral Communications Commission 
issued a permit for El Mundo 


Broadcasting Co. to build a sta-| 
tion for Channel 2 at San Juan, | 
Puerto Rico, the first TV station | 


in any of the territories. 


The number of outstanding TV 


construction permits was set back, 
however, as a result of an an- 
nouncement yesterday that several 
changes are contemplated :in the 
assignments of ultra high fre- 
quency channels in about two 
dozen communities along the east- 
ern seaboard. 

Pending a _ decision on the 
changes, which are designed to 
improve the spacing of TV as- 
signments, FCC suspended the 
construction permit for Channel 
30 in New Britain, Conn., which it 
issued two weeks ago to the New 
Britain Broadcasting Co. Proces- 
sing of other applicants for certain 
channels will also be suspended. 


s The arrival of TV in Denver 
(see story on Page 38) removed a 
sore spot for FCC, for Denver 
was the largest TV-less city in 
the country, and had _ pressed 
resolutely throughout the freeze 
for special consideration. Sen, Ed- 
win C. Johnson (D., Colo.), chair- 
man of the interstate commerce 
committee, which handles radio 
legislation, participated Monday 
in the opening of the Denver sta- 
tion. 

Construction permits have also 
been issued to Empire Coil Co., 
for Channel 9 in Denver, and 
Colorado TV Corp., for Channel 
126. 

The fast completion of Denver's 
first station was hailed by FCC as 
a vindication of the channel-by- 
channel processing method writ- 
ten into the “unfreeze” report after 
bitter debate. 


® In a number of communities the 
channel-by-channel system has 
enabled FCC to issue construction 
permits for uncontested channels, 
while other applicants have been 
forced into lengthy hearings. 

In the case of Denver, three con- 
struction permits were issued. At 
the same time, competitive hear- 
ings, which could take anywhere 
from one to three years, were 
ordered for Channel 4 and Channel 
7, which are each sought by two 
conflicting applicants. 

“If we were using the single pot 
system of processing,” FCC peo- 
ple point out, “all seven applica- 
tions for the five channels would 
be tied up in hearings, and Denver 
would still be a good many years 
away from TV.” 


NEW BIRDS EYE PACK—This General 

Foods ad featuring a four-can carry- 

home pock of Birds Eye orange juice 

broke in the Baltimore Sun July 17. Young 

& Rubicam, New York, is the agency for 
GF’s Birds Eye division. 


which is being distributed to retail stores 
display. The four-color 
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WOOLY WOOLY SHEEP—The Wool Bureau has prep 


for fine WOOLS 


one 
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d this national wool poster 
across the country for window and counter 
poster measures 11x14”. 


WASHINGTON, July 23—The Fed- 
eral Communications Commission 
agreed today to start its hearing 
on theater TV on Oct. 20. 

Previously the commission had 
put off the theater TV case until 
Jan. 12, 1953. 

The October hearing will be 
limited to engineering and ac- 
counting problems, the FCC said. 

The affirmative case for theater 
TV will not be heard until the 
original January date. 

Theater people had requested 


FCC Will Start Theater TV Hearings Oct. 20 


: issues at this time. 

Industry people had seen theater 
|TV postponed five times by the 
| FCC, and there was a growing feel- 
| ing among them that the commis- 
sion had no intention of ever 
| hearing the case. 

The agreement to go into pre- 
liminary phases of the problem 
| this October is seen by some in- 
dustry people as assurance that 
the commission intends to give 
theater TV careful consideration. 
Industry people believe this as- 


that the hearing get under way surance will encourage producers 
this fall. They admitted, however, and exhibitors to speed up their 
that they were not prepared to go preparations for the all-out hear- 


beyond technical and accounting 


ing. 


Crown Zellerbach 
Is First to Raise 


Price of Newsprint 


New York, July 24—Crown Zel- 
lerbach Corp., San Francisco, has 
increased the price of newsprint 
$10 a ton, bringing it to $126 at 
Pacific Coast ports. 

This is the first domestic mill to 
announce a price increase on 
newsprint since Canadian mills 
upped their prices June 15 to $126 
a ton. No other domestic mills so 
far are known to have made for- 
mal price increases. 

Crown Zellerbach produces 
newsprint in both the U. S. and 
Canada. Its distribution is largely 
on the Pacific Coast in competition 
with Powell River Co., which in- 
creased its price to $126 a ton June 
16. 

Gary Paper Mills, Gary, Ind., 
producer of de-inked newsprint, 
has reduced its newsprint price to 
$126 a ton, f.o.b. mill, from $130, 
according to information released 
here yesterday by American News- 
paper Publishers Assn. 


s Most American newsprint pro- 
ducers are able to ask more than 
$116 a ton for their product. Under 
recent interpretations of Ceiling 
Price Regulation 22, a newsprint 
mill is allowed to calculate its cost 
of pulp based on the price paid by 
the largest class of purchasers of 
pulp. 

Under this interpretation, mills 
may file new ceiling prices based 
on increased costs covered by the 
Capehart Amendment. If the Office 
of Price Stabilization does not 
demur, the new ceiling prices may 
be made effective within 30 to 60 
days. Because of the present situ- 
ation, OPS apparently looks rather 
favorably on American mills lift- 
ing their prices on newsprint. 


® A paper trade journal reported 
recently that eight mills, rep- 
resenting 90% of domestic output, 


| have ceiling prices which are more| » 
than $10 above the $116 level es-| June 


| tablished last fall. “The bulk of the 


,U. S. industry,” the journal says, 
“could meet the $10 price increase 
of Canadian mills without any ac- 
tion on the part of OPS.” 

Locally the market for both 
| newsprint and book paper is quiet 
| to the point of dullness. 
| 
| Ethyl Corp. Promotes Three 
| Three promotions follow a re- 
| organization and expansion of the 
| advertising and sales department 
| of Ethyl Corp., New York. William 
K. McCulloch is advanced from 
sales promotion manager to as- 
sistant manager of advertising and 
sales promotion. Donald J. Chap- 
man, account representative in the 
western sales region, succeeds Mr. 
McCulloch. Frank A. Howard Jr. 
will be in charge of advertising. 
Edwin J. Enoch Jr. continues in 
charge of advertising and sales 
promotion production. 


Ideal Promotes Wright 

Hilda Wright, who joined Ideal 
Publishing Corp., New York, early 
this year, has been named editor 
of Personal Romances. 


‘Affiliates, CBS 
Still Discussing 
Rate Problem 


| (Continued from Page 1) 
story in these words: 

“What actually happened was 
this. On Friday of last week Mr. 
George Storer, owner of several 
stations, one of which is affiliated 
with NBC, called at my office. I 
made no statement to him as to 
the intentions of NBC with respect 
to rates and there was no sug- 
gestion of an agreement or under- 
standing between us as to the 
changes in the rate structure of 
our network. 

“NBC’s network rates are cur- 
rently under study and have been 
for some time. We have reached no 
conclusion as to what we may 
ultimately suggest to our affiliate 
stations and any future revisions 
we make will be on the basis of 
full and free discussions with 
them and will depend on their and 
our belief as to what is appropriate. 
We have no agreement or under- 
standing with anyone in the indus- 
try afid our future actions will 
be dictated by our own conclusions 
as to what revisions may be neces- 
sary and not by action that othe 
may take.” 


8 If NBC and CBS need ammun 
tion to convince local broadcaste 
of their plight, they got it th 
week when the first six mont 
gross time sales figures were r 
leased by Publishers Informati 
Bureau (see below). 

NBC was down from $30,000,0. 
for the first six months of 1951 
$24,183,934 for the same period th 
year. CBS took an even bigg 
drop—from $39,160,107 to $29,601 
495—but still maintained a co 
fortable lead over the oppositio 
A part of this loss is due to a 10 
rate reduction. 

Commenting on the CBS dro 
John J. Karol, v.p. in charge 
sales, pointed out that 1951 was 
record year for CBS Radio a 
therefore a high mark for co 
parison. He added that 10% w 
due to a rate drop. Even with busi 
ness off, Columbia is still $5,500, 
|000 ahead of the closest competi 
| tor, he said. 

ABC, up to $19,403,716 from 
$17,385,156, and Mutual, up to 
| $10,262,680 from $8,859,908, both 
| bettered their 1951 half-year bil- 
|lings during the first half of ’52. 
| 


|WHBY Names Meeker Rep 

WHBY, Appleton, Wis., Mutual 
affiliate, has named Robert Meeker 
& Associates to represent it na- 
| tionally. 


Source: Publishers 


Network Gross Time Charges 


Information Bureau 


NETWORK RADIO 


June June Jan. -June dan. -June 
: 1952 1951 1952 1 
American casting Co. ...... $ 3,001,314 $ 2,720,268 $19,403,716 $17,385,156 
Columbia Broadcasting System ... 4,590,536 6,201,963 29,601,495 39,160,107 
Mutual Broadcasting System .... 1,632,977 1,191,691 10,262,680 8.859, 
National Broadcasting Co. ...... 3,708,104 4,739,193 24,183,934 30,000,036 
ME bined en bdabethycbvns $12,932,841 $14,853,115 $83,451,825 $95,405,207 
NETWORK TELEVISION 
American Broadcasting Co. ..... $ 1,276,250 $ 1,437,593 $10,714,033 $ 8,378,853 
Columbia Broadcasting System .. 5,385,820 2,900,782 32,451,094 17,069,328 
DuMont Television Network ..... 758,356 564,478 4,498,630 060, 
National Broadcasting Co. ...... 904, 4,244,240 41,067,493 26,739,532 
TE. Suetudoursvasneennssd $13,324,972 $ 9,147,093 $88,731,250 $55,248,279 
NETWORK RADIO TOTALS BY MONTHS 
1952 ABC ces MBS NBC Total 
See $ 3,301,479 $ 5,161,397 $ 1,699,282 $ 4,357,353 $14,519,511 
a 3,177, 4,788,507 1,600,399 3,994,108 13,560,894 
arch 3,355,715 5,154,077 1,826,527 4,184,074 14,520,393 
3,244.1 4,943,400 1,681,924 4,078,593 3,948,063 
; i 3,323,092 4,963,578" 1,821,571* 3,861,882 13,970,129" 
3,001,314 4,590,536 1,632,977 3,708,014 12,932,841 
WOE kasedseus $19,403,716 $29,601,495 10,262,680 $24,183,934 $83,451,825 
NETWORK TELEVISION TOTALS BY MONTHS 
1952 Total 
January ......... $15,071,559 
OT eae 14,813,603 
PE eiddweas os 15,789,126 
 b62tedens 027.2: 
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PHOTO 
REVIEW 


1) OUR CHOICE 


FOR LONG WEAR 


ELECTION FEVER—Parker Pen Co., Janes- 
ville, Wis., is providing its dealers with a 
fall promotion kit with an election theme. 
The kit contains “election cards,” window 
streamers and similar material. J. Walter 
Thompson Co., Chicago, is the agency. 


r° YOU NEED ONE?—Model June Myers demonstrates the PollenEx, a new room 
ergeey that removes airborne pollen, which Clark Linen & Equipment Co., Chi- 

go, will introduce in 20 markets in the Midwest this month. Marshall Field & Co., 
hicago, will break the first newspaper ads. Kuttner & Kuttner handles the adver- 
tising account. 


Bt 


POST-MORTEM—After showing the new CBS radio documentary, “More Than Meets 

the Eye,” to 150 agency men in Boston, Harvey J. Struthers, general manager, WEEI; 

John C. Dowd, president, John C. Dowd Inc., and “Hap” Hazard, CBS network sales 
manager, happily discuss the response their brainchild received. 


GOOD LUCK CHARMERS—To celebrate 
the introduction of Good Luck yellow mar- 
garine in New York, on July 1, this win- 
some threesome greeted visitors to Lever 
House with smiles and four-leaf clovers. 


PLAN AFA PROJECTS—Officers of the Advertising Federation of 
America met in New York last week to discuss the AFA’s plans 
and projects for this fall. The first item on the agenda was the 
federation’s endorsement of the ‘“‘get-out-the-vote” campaign. 
Present ot the meeting were (front row, usual order) Rita East- 
man of VanSant & Dugdale, AFA secretary; Helen A. Holby, club 


contact director, and Mabel Obenchain of Famous Features Syn- 
dicate, v.p. and head of the women’s council. In the rear, left 
to right, are Jim Proud, assistant to the AFA president; James 
D. Spillan of Benjamin Eshleman Co., v.p.; Franklyn Hawkins of 
Libby-Owens-Ford Glass Co., v.p.; Dale C. Rogers of Mid-Conti- 
nent Petroleum Corp., v.p., and Elon G. Borton, AFA president. 


¥ 
MAY BE BIGGER 
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r-solus ! 


DOMINATION IN SPACE! 


This is the mew Daily Mail page 3 
saper-soluy space which will enable your 
advertixements once more to DOMINATE 
As you can sec, the super-sulim o 

the attention of the reader both wn the top 
a well as in the lower half of the page. 
Research indicates that this & by far the 
most arresting advertixing space in the 


British Press 

Advertisements in this space draw an extra 
response from the ny So and 

sible readership of the y Malt. heir 
great influence with retailer: makes them 
a powerful wow 
prodects or drives, And 


they give added to men who sell. 
ee (1 tome 
The cost 's £2,000 


NEW SPACE UNIT—With newsprint a continuing problem in Britain and advertisers 

still generally restricted to small space, the London Daily Mail’s announcement of 

“super-solus space” on Page 3 looks exciting. The new space unit, 15!2” by six 
columns, sells for $5,690. 


CONFEREES—On hand for an all-day sales conference in Cleveland were these 
amiling radio men and their new sales representatives. From left are Irv Gross, 
Christal Co.; Carl E. George, general manager, WGAR, Cleveland; Gordon Gray, 
v.p. in charge of the New York office, Goodwill Stations; Henry |. Christal; Jim Thomp- 
son of Christal’s Chicago office, and John F. Patt, president of Goodwill Stations. 


HOPPY SIGNS—Van Camp Sea Food Co.'s ad manager Gordon Curtis Jr. (standing, 

left), and Gilbert Van Camp Jr., assistant to president, watch William S. Boyd sign 

up for a series of Hopalong Cassidy films which the company wiil sponsor on TV 

in at least half of the TV cities in the U.S. next fall. Brisacher, Wheeler & Staff, 
San Francisco, is the agency. 
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Le ana Neel’ De 


The magazines of the Dell Modern Group—Modern 
Romances, Modern Screen and Screen Stories —show an 
11% gain in advertising revenue for the first 8 months of 
D2 over ’51. This is despite a general trend to the contrary. 


We believe there are three of the best reasons in the maga- 
zine business for this. They are: 


MODERN ROMANCES- more than ever America’s young- 
est married woman audience; more than ever the magazine 
that delivers the most concentrated market of young home- 
makers available. 


MODERN SCREEN —for the fifth straight year the leading 
screen magazine on the nation’s newsstands; provides a 
premium market of young women with family income 61% 


above the national. 


SCREEN STORIES—<a plus premium market, with family in- 
come 55% above the national. With Modern Screen it provides 
the largest unit of screen magazine circulation in America. 
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HOUSE FOR SALE 


BRONXVILLE, N. Y. 


White shingle and fieldstone colonial -- 8 rooms, 3 baths, terrace. 


Excellent neighborhood. Dead-end road. 1/4 acre, beautifully 
landscaped. Children's play space and equipment. 


Forced hot air heating. Oil burner. 

New elementary school under construction 1/2 mile away. 
28 minutes from Grand Centra! Station. (N.Y. C. R. R.) 
Economical upkeep -- taxes $548 


Realistically priced for quick sale at $35,000 (have purchased 
larger Bronxville house). 


Charles O. Terwilliger, Jr. 
True Story Women's Group 
205 East 42 Street 

New York, N. Y. 


LExington 2-9050 
BRonxville 2-4231 


$43,500,000 Was 
General Foods’ 
‘51 Ad Outlay 


(Continued from Page 1) 


| 1951, GF’s sales were $532,800,000). | 
| This compared with 10.6¢ in 1940. | 


“What is really amazing to me,” 
| Mr. Igleheart confessed, “is that 
advertising can do the job expected | 
|of it for about 7¢ on a dollar of 


| sales. On a product that we sell|® Mr. Bailey’s place in the Birds |* 
Eye division will be taken by| 


| to the trade for 15¢—and which | 
will retail for more—the average 
cost of advertising amounts to only 
1¢.” 

A similar report came on selling 
| expenses. In 1951, GF spent $29,- 
| 800,000, compared to $10,200,000 

in 1940. But net sales increased 


| 342% over that period, and sales 
| cost per dollar decreased from 7.1¢ 
in 1940 to 4.8¢ in 1951. 


An advertisement 

in The Reporter now reaches 
50,000 responsive readers 
whose 


INTELLIGENCE 
is quick to recognize 


a good buy 
INFLUENCE 


recommends it to others 


INTENSITY 


of readership assures 


fullest attention. 


While The Reporter has doubled its circulation, 
the rates remain the same. By the numbers, or by 
any other standard, The Reporter is one of the 
ade most effective publications in its field. 


220 East 42nd Streét, New York 17, N. Y. 


“Reporter 


* For details, phone Dick Lyon, Advertising Manager ,at Mu 7-4742. 


In addition, 
learned: 
1, The company’s sales rose from 


GF stockholders 


| 51,000,000 units (cases) in 1940 to 
| 115, 000,000 units in 1951, up 
125%, while population increased | 
| 18% during the same period. 
| 2. GF sales closely paralleled 
| national disposable income be- | 
| GF ca 1940 and 1946, but in 1947 
GF sales began to pull ahead, es 
| have increased at a faster rate! 
|than disposable income in each| 
| subsequent year. 

3. GF product dollar sales close- | 
ly paralleled all grocery sales from 
1940 to 1946, but in 1947 they too 
began to rise faster than national | 
figures, so that while grocery sales | 
increased 261% in the ll-year pe-| 
riod, GF’s sales rose 342%. 

And for the future, Chairman | 
Clarence Francis had a cheering | 
note—he thinks GF can look for- 
ward to a billion-dollar sales year 
in the foreseeable future, and “I’m | 
talking in terms of volume, not! 
inflation.” 


GF BOOSTS 3 TO V.P.: 
BENNETT, CHAPIN UP | 
New York, July 24—General 
Foods Corp. has elected G. O. 
Bailey, R. M. Schmitz and Wayne 
Marks as v.p.s of the company. 
Mr. Bailey, who joined GF in 
1920, has been general manager 
of the Birds Eye division. In his 
new job he will supervise Birds 


Eye, Bireley’s and the company’s 
oyster business. 

Mr. Schmitz, who joined GF in 
1927, has been general manager 
of the associated products division 
(Jell-O, et al.), and in his new 
post will have the division and 


|General Foods Ltd. 


Mr. Marks was already control- 
ler of the corporation, and will 
continue in that post. He joined 
GF in 1926. 

All three will be on the staff of 
Charles G. Mortimer, executive 
v.p. of GF and the company’s chief 
operating officer. 


| Howard M. Chapin, who has been 
the division marketing manager 
since 1950, and who previously 
was advertising manager and ex- 
port advertising manager of GF. 
He came to the company in 1929. 

Mr. Schmitz will be succeeded 
by R. H. Bennett, previously assist- 
ant general manager of the Max- 
well House division, and a spe- 
cialist in merchandising since join- 
ing the company in 1927. 


Alfred Conover, 
Agencyman for 60 
Years, Dies at 85 


Boston, July 23—S. Alfred Con-| 


over—whose record of continuous 
activity in the agency field is pos- 
sibly unequaled in the U. S.—died 
| yesterday at the Stetson Hall rest | 
| home in nearby Hanover, Mass. He 
| was 85. 


Mr. Conover’s career in advertis-| 


ing covered 60 years. For 34 years 
—from 1916 until 1950, when he 
retired after breaking his hip—he 
headed S. A. Conover Co. here. 
Among accounts he served were 
| United Fruit Co. (transportation) 
and L. C. Chase Co., upholstery 


| manufacturer. 


8 His first agency job was with N. 
W. Ayer & Son in Philadelphia, 
| where he worked from 1890 until 
1900. Ayer then sent him to Boston 
to open a branch office. After six 


| years in Boston, Mr. Conover was 


transferred to Chicago to establish 
another Ayer branch. 

He remained in Chicago until 
1915 when he left Ayer and re- 
turned to Boston to open his own 
agency. He was an early advocate 
of the American Assn. of Adver- 
tising Agencies and, along with 
Henry Humphrey, did the pio- 


* Every set of 


on modern four color 
proofing presses. 


WET PROOFS THAT ARE 


GENUINELY WET* 


plates intended for four 

color wet edition printing is 
both flatted and final proofed 
‘wet’ 


CEng PUYVAUMSs Suc. 
Beautiful Color Work + Outstanding Black & White 
600 W. Van Buren Street, Chicago 7 
Telephone STate 2.5367 


Advertising Age, July 28, 1952 


neering work to establish the Four 
A’s in New England. At one time 
he was on the board of governor's 
of the Four A’s. 


HARRY L. POWERS 

Cuicaco, July 25—Harry L. 
Powers, 48, a partner in Traut- 
| wein, Miller & Powers, advertising 
art firm, died yesterday after a 
heart attack. 

A native of South Bend, Ind., 
Mr. Powers was with Nelson- 
Wells-Tiedman Co. here before go- 
ing into partnership with Mr. 
Trautwein and Mr. Miller eight 
years ago. 


J. L. CONNOR 

New York, July 25—J. L. Con- 
nor, 47, package sales manager of 
| the metropolitan division of Jacob 
Ruppert Brewery, died Tuesday 
while on a business trip in Scran- 
ton, Pa. A graduate of the Univer- 
sity of Pennsylvania, he joined 
Ruppert in 1941, and became suc- 
cessively distributor sales manager 
and package sales manager. 


Retailers 
| Prefer 


& Garden § 


House & Garden 

received more exclusive mentions 
by more stores in 

their own store-paid 

newspaper advertising of 

home furnishings, 

household equipment and 
building than 

any other national 


home service magazine 


during 1951. 


| Source: 
| Advertising Checking Bureau 


| 
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Arkansas Utilities 
Report Ad Budgets 
for State Checkup 


LittLe Rock, July 23—The Ar- 
kansas Power & Light Co., the 
state’s largest public utility, has re- 
ported an advertising expenditure 
of $564,375 during the 28 months 
preceding May 1, 1952. 

A report on these and other ex- 
penses was filed with the Arkansas 
Public Service Commission, which 
was directed by Gov. Sid McMath | 
to get such information from all 
utilites in the state. Gov. McMath 
said the investigation was designed 
to eliminate excessive costs, such 
as political advertising, and there- 
by reduce utility rates and block 
increases proposed by some com- 
panies (AA, March 17). 


® In addition to its half-million- 
dollar ad costs, AP&L reported 
spending $86,464 for promotion 
and public relations during the 28- 
month period. The utility also 
made 300 separate donations to- 
taling $156,125 to a variety of 
causes. Eighty contributions went 
to the Red Cross. } 

Of the other nine major utilities 
in Arkansas, only one, the Okla- 
homa Gas & Electric Co., had sub- 
mitted a complete report up to this 
week. Operating on a much smaller 
scale in Arkansas than AP&L, the 
Oklahoma utility reported an ad- 
vertising ‘otal of $17,913 for the 
28 months, plus $5,671 for public 
relations. 

A partial report, just covering 
1950, was filed by the Arkansas- 
Louisiana Gas Co., which spent 
$61,936 for advertising during that 
year. 


® Public service commissioners 
told AA they will make no com- 
ment until all reports have been 
filed. All the utilities have pledged 
to cooperate in the investigation by 
submitting full reports. 

Gov. McMath ordered the probe 
last March after the Arkansas Su- 
preme Court had condemned the 
Southwestern Bell Telephone Co. 
for conducting an advertising cam- 
paign “to win the public to the idea 
of a rate increase.” 

The court declared that “the 
utility must use all its receipts as 
though they were a public trust.” 
In his order to the commission, 
Gov. McMath said a “public util- 
ity is a state-created monopoly 
with an assured profit” and the 
public is entitled to know how its 
money is spent. The governor 
added that “any costs found ex- 
cessive should be eliminated from 
the rate base.” 

The Arkansas chief executive 
made it clear that he felt the pub- 
lic should not “be required to fi- 
nance elaborate advertising cam- 
paigns by utilities seeking to ad- 
vance some political philosophy.” 


FTC Charges Firm Illegally 
Solicited Subscriptions 


The Federal Trade Commission 
has charged that International 
Publishers Service, Los Angeles, | 
has solicited magazine subscrip-| 
tions and received payments with- | 
out authority to solicit. 

FTC said the company “in many 


| Cleveland, 


instances” failed to forward sub- 
scriptions to publishers, and that it 
substituted magazines without the 
consent of subscribers. 


| 
} 


Dearborn Names Anderson 
Dearborn Chemical Co., Chicago, | 


TOMMY 
MANVILLE, Jr. 
is no longer responsible 
for any bills incurred 
by his ninth wife, 


Anita’ Eden Manville. 


NINE WIVES—Tommy Manville Jr. ran 

this full-page ad in the New York Daily 

News on July 24 to let the world know 

that he and his ninth wife, Anita Eden, 
had separated. 


Writers Win Raise, 
End Strike Against 
Three AM Networks 


New York, July 23—The Radio 
Writers Guild has ended its 
lengthy strike against three major 
networks after securing higher 
pay and other concessions for its 
members. 

The break in the 20-day dispute 
—which from the listener’s point 
of view had seemed to have little 
effect on the networks—came over 
the weekend when the Columbia 
Broadcasting System and National 
Broadcasting Co. signed a new 
contract just as the Democratic 
National Convention was about to 
get under way. American Broad- 
casting Co. agreed to a similar con- 
tract a couple of days later. 


s Under the new agreement, which 
runs until October, 1953, a woman 
who gets a maternity leave is en- 
titled to re-employment after the 
end of that leave. Other provisions 
included in the contract: an em- 
ploye “discharged for cause” will 
be entitled to an arbitration board 
hearing; the establishment of a 
commercial scale for network 
news writers; continuity writers 
who create radio or TV material on 
their own time will be the owners 
thereof. 

Writers will receive a $15 
weekly pay increase, which gives 
senior writers a top minimum 
weekly salary of $145. This will 
go up $5 more as of Oct. 1. A 10% 
differential was set up for news 
writers who work between mid- 
night and 7 a.m. 


Alcoa Promotes Sharp to 
Head Advertising Promotion 

Jay M. Sharp, assistant adver- 
tising manager, has been promoted 
to the new position of advertising 
promotion man- 
ager for Alumi- ad 
num Co. of read 
America, Pitts- 
burgh. 

Mr. Sharp, who 
graduated from 
Western Reserve 
University, 
in 
1929, spent ten 
years in sales and 
administrative 
work with vari- 
ous companies 
before becoming public relations 
director for Western Reserve in 
1939. He joined the Alcoa organiza- 
tion in 1943, and has been assist- 


Jay M. Sharp 


has appointed Robert R. Anderson, | ant advertising manager since 1950. 


formerly with the advertising staff 
of Fairbanks, Morse & Co., advers| 
tising manager. He succeeds Earl 
J. Goris, who has joined W. H.| 
Male Ltd., Honolulu agency. 


Appoints A. E. Bottentield 

A. E. Bottenfield, formerly v.p. 
in charge of distributor sales of 
Whiting Corp., Harvey, IIll., has 
been elected a v.p. of Waldie & 
Briggs, Chicago agency. 


Birnie Promoted to Publisher 


William A. H. Birnie, who has 
been editor of Woman’s Home 
Companion, has been promoted to 
publisher of the magazine, suc- 
ceeding Edward Anthony. Mr. 
Anthony relinquished the post to 
give his time to Collier’s, of which 
he is publisher. Mr. Birnie, who 
takes over Aug. 1, will also con- 
tinue as the Companion editor. 


. 


- Last Minute News Flashes 


‘Newsweek’ Announces ‘53 Rate Increase 


| New York, July 25—Newsweek will raise its advertising rates be- 

tween 6% and 7% effective with the Jan. 23, 1953, issue. Bew pages 
| will cost $4,160 and four-color pages $6,470. Newsweek said the in- 
| crease resulted from continually rising costs. 


_E. B. Pope Takes Media Post with Chirurg 


New York, July 25—Edward B. Pope, formerly an account executive 
of J. Walter Thompson Co., has been named director of media of James 
| Thomas Chirurg Co. He was at one time divisional advertising man- 
| ager of Aluminum Co. of America, and has made special studies of 
| media analysis. 


| General Mills Hit Sales Peak; Other Late News 


| @ General Mills in its 24th annual report shows total sales at a record 
| high of $468,864,000, and earnings of $9,549,000 compared with $11,- 
520,508 for the last fiscal year ending May 31, 1951. Advertising during 
the coming year will undergo no basic change, Charles H. Bell, GM 
president told a press conference today, although appropriations may 
be higher because of increased costs. He declined to say what the ad 
budget would be, but cited AA’s estimate of $14,000,000 as a significant 
unofficial figure. 


|e MacFarland, Aveyard & Co., Chicago, has been named to handle ad- 

vertising for Cook Electric Co., Chicago manufacturer of electronic 
| equipment. A campaign will start in August using two insertions each 
|'month in Newsweek and Time.-Cook formerly advertised direct. 


e@ Quaker Oats Co. has appointed R. Parker Long sales manager and 
| A. Raymond Thro assistant sales manager of the Ken-L-Products divi- 
sion, Chicago. Mr. Long formerly was assistant sales manager and Mr. 
Thro was dog show promotion manager for the St. Joseph division. 


e Ward L. Quaal has been named assistant general manager of Cros- 
ley Broadcasting Corp., Cincinnati, effective Aug. 25. He succeeds 
Dwight Martin, now an executive of General Teleradio. Mr. Quaal 
has been director of Clear Channel Broadcasting Service in Washing- 
ton while on leave from WGN, Chicago. 


Don't Be Ashamed Chaplin Sues NBC, 
of Your Profession, (Hy Gardner Over 


British Admen Told Communist Issue 


Lonpon, July 22—British ad-| New York, July 25—Charlie 
vertising men can learn a lot from | Chaplin this week filed a $3,000,- 
American admen and their prac-| 0900 damage suit in U. S. district 
tices. Harry Jones, Mather & Crow- | court here against National Broad- 
ther, listed eight things Britons casting Co. and Hy Gardner, New 
can learn from American admen,| york Herald Tribune columnist 
in a talk before the Advertising | and NBC commentator. 

Creative Circle of Britain last | The actor charged that Mr. 


week. |Gardner’s broadcasts and col- 


First, he said, British admen | umns have left the “innuendo that 
should believe in_ their 


work | : : 
: |Mr. Chaplin was sympathetic to 
(many are ashamed to admit they | the Communist Party in France 
are in advertising). Other sugges- - 
tions: 


and to the Communist Party gen- 
rally” i i i = 

Learn that advertising is meant} i. 0 and implied that Mr. Chap 
to sell—to separate people from 


s a communist. 
; Neither : 
their money; be more analytical either Mr. Gardner nor NBC 
and eliminate guesswork; learn to 


had any comment on the suit, 
handle the mass market more in- 


which is comprised of three sepa- 


. : rate complaints: $1,000,000 for 
telligently; exploit emotional) iatements linking Mr. Chaplin 
rather than visual appeal; produce) ith communism: $1,000,000 for 
illustrations more intelligently; . i Se 


the unauthorized broadcast of a 
tape-recorded interview with Mr. 
Chaplin’s butler, and $1,000,000 
for the violation of Mr. Chaplin’s 
civil rights under New York law. 

The columnist recently started 
a new 15-minute broadcast Friday 
nights on NBC. 

The program is not sponsored. 


take greater interest in print re- 
production, and cooperate more 
closely with printers and engrav- 
ers. 


@ George Plante, Young & Rubi- 
cam Ltd. also suggested that 
British admen should take more 
care, be more objective and, like 
American admen, insist on follow- 
ing the job through until it is up 
to standard. 
Clifford Bloxham, 

Bloxham & Partners, 
that a notice reading 


Institute Starts Trade Drive 


The Grinding Wheel Institute, 
Chicago, is conducting a campaign 


of Clifford 


in 
suggested | industrial users with the benefits 


should be posted in all agencies. | and sizes. A series of four full-page 
|American admen, he said, are| b&w ads are being used in Ameri- 
|more human in their approach to|¢an Machinist, Machine Design, 
| consumers. Purchasing and Tool Engineer. 
— ap Chirurg Co., Bos- 
| ton, 1 
Waud Manages Ad Group a oo 
Art Waud, salesman for 25 years, 
has been named manager of the Rochester Sales Execs Elect 
Oregon Coast Assn., a cooperative} Andrew C. Freimann, general 
advertising group of business men| Sales manager of the Delco Ape 
with headquarters in Tillamook, pliance division of General Motors 
Ore. He succeeds Verne Tinnerstet,|Corp., has been elected president 
|who leave the group after five|0f the Rochester Sales Executives 
years to accept a position with the|Club. Other officers elected are 
|Eureka and Humbolt county | Walter G. McKie, Rochester Gas 
Chambers of commerce, Eureka, | Electric Corp., 1st v.p.; Lyle B. 
Cal. | McKinley, Bausch & Lomb Opti- 
pee! ~ V.p., and nay Bing 
Kolb Joins Albumina Food iller, International Business Ma- 
Carl Kolb, formerly sales man- chines Corp., treasurer. 
ager of Lewis-Martin Corp., 
joined Albumina Food Corp., New Grant Agency Moves in L. A. 
York, as v.p. He has been associ- The Los Angeles office of Grant 
ated with the Birds Eye division Advertising Inc. has been moved 
of General Foods Corp. and Stan-| to larger quarters at 813 N. High- 
ley Grove Corp. land Ave. 


business papers to acquaint | 


| “They're |of using standard grinding wheels | 
|more human than you think”|rather than non-standard shapes 


Standard Rate 
Asked to Okay 
Verified Audit 


Cuicaco, July 25—Opening gun 
for formal recognition of Verified 
Audit Circulation by Standard 
Rate & Data Service has been 
fired by Fred T. Russell, co-pub- 
lisher of Western Motor Transport, 
Los Angeles. 

In a letter to SR&DS, Mr. Rus- 
sell requests that VAC figures for 
his magazine and VAC insignia 
be published in future listings. 

John B. Knight of Hollywood 
heads the new audit circulation 
service, which has received some 
support from western business pa- 
pers. 

Mr. Russell in his letter says “I 
am sure all publishers who to date 
are VAC subscribers—in addition 
to the many who will soon be join- 
ing—share in the belief that, in- 
asmuch as VAC parallels ABC 
and CCA in purpose, intent and 
uniform operation, that it will be 
accorded equal recognition by all 
interested parties.” 


| 
| 
| 
| 
| 
} 


® He continues by pointing out 
that in addition to following the 
pattern of the other audit service: 
VAC’s policies are controlled by 
publisher’s advisory council whic 
is the only authorization f 
changes that might be made in thi 
service. 

The service also includes con 
sumer evaluation studies at the r 
quest of the publishers. 

“In effect,” his letter says, “th 
establishment of VAC came abo 
as a result of detailed discussio 
with, and approval of, leading We: 
Coast industrial advertisers an 
advertising agencies, Future VA 
activities will continue to includ 
discussions with, and approval by 
advertisers and advertising agen 
cies, as well as publishers.” 


®s The request is at present unde 
consideration by a committee a 
SR&DS. 

O. S. Pepper, manager of th 
rate service department, told Ap< 
VERTISING AGE that at presen 
SR&DS recognizes non-profit audit 
circulation services only, which in 
this case might rule out VAC rec- 
ognition. However, he refused: te 
comment on whether the commit- 
tee would turn down the request 
for VAC recognition. 


Grant Promotes Vogel to V. P. 
of International Division 

Hugo C. R. Vogel, v.p. in charge 
of the British Empire division of 
Grant Advertising Inc., New York, 
has been pro- 
moted to v.p. of 
the international 
division. He will 
direct business 
development and 
the servicing of 
all international 
clients handled 
by Grant's 20 of- 
fices outside the 
U.S 


| 


Mr. Vogel 
joined Grant in 
1946 to.head the 
London office and expand the 
British Empire division. He has 
had more than 20 years advertis- 
ing experience, and was with Bat- 
ten, Barton, Durstine & Osborn be- 
fore joining Grant. 


Hugo C. R. Vogel 


| 

| Ives to ‘Popular Mechanics’ 

| George R. Ives, formerly with 
| J. W. Cullen Co., has joined the 
| advertising department of Popular 
| Mechanics. He will be associated 
| with Mecanica Popular, the rnaga- 
zine’s Spanish edition. 


Bozarth Joins Geare-Marston 


J. D. Bozarth, formerly with 
Cowan Advertising, Bridgeton, 
N.J., has joined the service de- 
partment of Geare-Marston, Phila- 
delphia. 
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NIAA Institute Elects 
Chapple, Hays, Maddox 
Bennett S. Chapple Jr., past 
president of the National Indus- 
trial Advertisers Assn., has been 
elected board chairman of the 
newly activated NIAA Industrial 
Advertising Research Institute. 
George O. Hays, president of Pen- 
ton Publishing Co. and John C. 
Maddox, assistant to the president 
of Fuller & Smith & Ross, have 
been elected vice-chairman and 
secretary, respectively. Trustees 
have tentatively decided on Cleve- 
land for the institute headquarters. 
Also elected to the board of 
trustees are: John C. Spurr, di- 
rector of research, McGraw-Hill 
Publishing Co.; Russell L. Putman, 
president, Putman Publishing Co., 
and J. F. Apsey Jr., advertising 
raanager, Black & Decker Mfg. Co. 


| 


Names John Edwards Agency 


S. M. Food Products Co., Los 
Angeles, has appointed John I. 
Edwards & Associates, Los An- 
geles, to handle its advertising. 


First product to be promoted will 
be Bowl O’ Gold popcorn. Current 
plans include television, radio and 
outdoor. 


hte omapeonpleo tne th 


Many of Chicago's 
top agencies 

went fishing for 

ad composition 

that would meet 
their high standards 
of quality | 
and their demands 
for deadline service 

+. at prices 

that would keep 

their production costs 
in line. 

They discovered 

(and this is our hook) 
that they could get 
what they wanted 

by ‘phoning... 


2-6800 


and asking for 


agency 
ad 
composition 


| 
| 
| 


Bros. ine 


Hat Foundation Sets 
National Week with 
Election Day Theme 


New York, July 22—The week) 
preceding Election Day will be Na- 
tional Hat Week, sponsored by the | 
Hat Research Foundation. 

Retailers throughout the U.S.| 
will get a 14x22” poster, mounted | 
cards, window streamers and a} 
proof of a page ad for citywide hat | 
club sponsorship during the week, | 
Oct. 25-Nov. 1. The ad will include} 
a reproduction of the poster and} 
five fashion photos of fall styles. | 

The poster shows a head-and-| 
shoulders shot of a man wearing 
a gray, narrow brim felt hat with} 
a blue band. In his lapel is a} 
button with the words: “Get Out 
and Vote.” The theme of the cam- 
paign, “For a vote of confidence, 
wear a new hat, National Hat 
Week, October 25-November 1,” is 
the copy on the poster. 

Augmenting the advertising to 
be done by various manufacturers, 
hat clubs and retailers, will be 
fashion photos and stories on men’s 
hats which the foundation will 
make available to newspapers and 
radio and TV stations. 


Scandinavian Airlines System 


Promotes Cornish and Doyle 


TV Still Popular 
in Videotown USA, 
Fifth Study Shows 


New York, July 23—Television 
is still doing very well in Video- 
town USA. 

This is the inference drawn from 
Cunningham & Walsh’s fifth an- 
nual survey of viewing habits in 
New Brunswick, N. J., which was 
selected as a test laboratory for 
the new medium. In May, some 
2,704 families in the area were 
questioned; all but 460 of them 
owned video sets. 

The survey area includes ap- 
proximately 11,000 families. More 
than half of them—6,802—now 
have television receivers in their 
homes. 


s Among the findings: The aver- 
age use of TV on weekday eve- 
nings this year is up—11.3 hours 
per week, compared with 10.7 
hours per week last year; the aver- 
age hours of viewing per person 
per night increased from 3.16 in 
1951 to 3.33 in 1952; older sets 
(more than one year old) are used 


| more than a half-hour longer each 


evening than are new sets, though 
there is a “slight decline” in the 
number of people in the family 
who watch TV together. 

Some other activities which had 


Robert L. Cornish, advertising 
manager for Scandinavian Air- 
lines System, New York, has been | 
promoted to administrative assist- | 
ant to the general traffic and sales 
manager. In his new post, Mr. 


GOT YOUR SPECS?—You probably won't 

need them. This is Linda Lombard, NBC- 

TV singer selected as Miss Sunglasses of 

1952 (5'3'2", 117 Ibs.) who comes to you 

courtesy of L. J. Houze Convex Glass Co., 
Point Marion, Pa. 


Cornish will work on sales policy 


been taking a beating in the TV 
boomtown in other years—notably 
| radio—started a comeback in 1952. 
| Newspapers are faring well. 

| In 1951, movie attendance 
dropped 77%, radio listening 88% 


Advertising Age, July 28, 1952 


{attempted to measure TV’s effects 
during the daytime hours “only to 
a moderate degree.” 

“In 1951, radio listening during 
the morning hours in TV homes 
| was at a higher level than in the 
non-TV homes (this among wom- 
en, of course),”’ the report con- 
tinued. “This year it remained 
about the same despite an increase 
in TV viewing. During the morn- 
ing hours it was noted that radio 
listening was coincidental with 
some other activity in 75% of the 
cases—usually housework. One of 
the problems facing TV is that of 
producing daytime programs as in- 
teresting to hear as to see. 


s “Although TV viewing increased 
over last year in both morning and 
afternoon it is still only about one 
third as high as radio listening in 
the morning. Afternoon television 
grows gradually in importance and 
by 4 p.m., about the time the chil- 
dren get home from school, tele- 
vision viewing jumps ahead of ra- 
dio listening.” 

With over 60% of the town’s 
families already owning sets, the 
TV sales curve is moving down- 
ward. Sales in 1951 were 32% less 
than in 1950; the prospect for this 
year is another 16% drop. Most of 
the people who say they don’t plan 
to buy a set are “not interested” 
(41%) or “can’t afford” it (28%). 

Replacement sales—only a small 
percentage are expected this year 
—are prompted by the desire for 
a larger screen in most cases 
(59% ). Other reasons: “Poor per- 
formance” of present set (18%) 
and desire for a second set (23%). 


and planning and coordination of 
the sales program with local dis- 
trict offices in the U.S. 
Succeeding him as advertising 
manager is Geoffrey Doyle, as- 
sistant advertising manager. 


Names Roman Advertising Co. 


Roman Advertising Co., St. 
Louis, has been appointed to han- 
dle all advertising, sales promo- 
tion and public relations for Lew- 
a St. —_ maker of 
copper and brass tube, pipe and 
Doehla Co. Names Welch fittings. A trade publication and 

Harry Doehla Co., Nashua, N.H.,| direct mail campaign aimed at 
and Palo Alto, Cal., producer of | the plumbing, refrigeration and 
greeting cards and gift wrappings, | automotive fields is planned. Pre- 
has appointed E. Clayton Welch,| viously, H. George Bloch Adver- 
formerly an account executive and tising, St. Louis, had the account. 
copywriter for Chambers & Wis-| 
well, Boston, sales promotion man- 
ager and coordinator of advertising 
and sales activities. 


Abbott Joins Burton Browne 


Bob Abbott, formerly advertis- 
ing manager and assistant sales 
manager of Littelfuse Inc., Des- 
plaines maker of TV and auto 
fuses, has joined the staff of Bur- 
ton Browne Advertising, Chicago. 
He is succeeded at Littelfuse by 
Herb Cornelius, who has been with 
the company since 1946. Mr. Abbott 
will serve as account executive on 
the Littelfuse account. 


R&R Appoints Guenin A.E. 


Herbert F. Guenin, formerly as- 
sistant advertising manager of the 
home instrument department of 
RCA Victor division, Camden, N.J., 
has been named an account execu- 
tive in the Chicago office of Ruth- 
rauff & Ryan. 


GREAT MOTION PICTURES ARE PROCESSED BY PATHE 


Pioneer TV Film Producer 
FRANK WISBAR says: 


“Our T¥ film specifications are 
the most exacting in the field. Pathe 
Labs always give us what we want.” 


Frank Wisbar’s famous pioneering 
TV venture is Procter & Gamble’s 
“PIRESIDE THEATRE” which is 
processed by Pathé. Can we be of 
service to your TV department? 


Both New York and Hollywood Have Complete Pathé Laboratory Facilities: 
35MM 16MM COLOR BLACK AND WHITE 
Pathe Laboratories, Inc. is a subsidiary of Chesapeake Industries, Inc. 


on the average weekday evening, 
magazine reading 53%, entertain- 
ing 87% and visiting 74% over the 
preceding year. Comparing 1952 
habits with those of 1951, radio 
was up 15%, newspaper reading 
20%, visiting 27%, while movie at- 
tendance dropped 62%, magazine 
reading 55% and entertaining 3%. 


Saks Cracks Flaks 

Saks & Co., whose New York de- 
partment store is known as Saks 
34th, has filed suit against Flaks 
34th Inc., to prevent the latter 
from conducting its furniture busi- 
ness under that name. Advertising 
and publicity under the Saks name 
in the past five years has 
amounted to about $4,500,000, the 
company says. Flaks 34th Inc. was 
incorporated in March but the de- 
fendant says it has been using 
similar names for about ten years 


@ Radio’s gain was even more 
marked among that percentage of 
the sample which had owned their 
TV sets from one to five years.| and that the family name has‘al- 
In this group an increase of 50% | ways been Flaks. Trial is sched- 
in the number of people listening| uled for September. 


to the radio at some time during) p»a¢e Forms Detroit Agency 

the evening was noted. This gain Kenneth S. Drake has resigned 
came mainly from early morning] 3. advertising manager of Inside 
and late evening listening. TV) Michigan to establish his own pub- 
families who have had sets from} lic relations and sales consultant 
one to five years increased their) organization, Kenneth Drake As- 
newspaper reading 40% in 1951) sociates, in the Buhl Bldg., Detroit. 


and almost doubled it in 1952. | , . . 
“Daytime radio listening has not| yg go gee Cae 
: ” al ° > y 
—_ ag ag ages Remo Kling Studios Inc., Chicago pro- 
jningham & Walsh said, though) qucer of TV films and visual ad- 
\this was qualified by the state-| yertising aids, will head Kling’s 
ment that the Videotown study has recently opened Hollywood studios. 


The P.0.P. That’s TOP 


‘for Impulse Buying! 


PLASTIC DECAL 


NO ADHESIVE—NO MOISTENING—YET IT 
STICKS FOREVER—OR LIFTS IN A HURRY! 
Detail men love it, because Dealers say “Yes” at first 
glance. It’s a new type of plastic decal that is revolu- 
tionizing point of purchase merchandising. Saves its 
own cost on “put-up time” alone. For samples and 


Repeat Orders From 


* CAMEL CIGARETTES 
* WESTINGHOUSE 


= pb +a eocue details write 
AL 
* U.S. RUBBER The AD-STIK company 


and Hundreds of Others 


5850 Center Ave. + Pittsburgh 6, Pa. 


— 


| "SER, WAbash?2-1204 « 


MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 
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Advertising Age, July 28, 1952 


| Broadcasters Complain 
About Steei Strike Ads 

The Kansas Assn. of Radio 
Broadcasters at its annual meet- 


17 Magazines and 
ing entered a formal protest “te 


9 Radio-TV Shows the discriminate action of the steel 


New Britain, Conn., July 22—| industry in behalf of newspapers 


Landers, Frary & Clark wi as a medium over radio.” 
17 magazines ae six = bona ok In a letter to the National Assn. 


: ‘ : of Radio & Television Broad- 
dio and TV giveaway shows in a/ casters, Ben Ludy, president of the 
fall and Christmas campaign for! Kansas radio group, wrote: “The 
its Universal appliances. steel industry bought full-page ad- 

Four promotions and six new) vertisements in virtually every 
electric housewares will be fea-|daily paper in the entire United 
tured in the drive, timed to run| States, and I am certain in my 
simultaneously with the national | °W™ mind that full card rate was 
elections. “Elect Universal electric 
housewares” will be the theme. 
The new appliances are a deep 
fryer, travel iron, waffle baker and 
sandwich grill combination, and 
three heating pads. 

Magazines on the schedule are 
Bride’s Magazine, Coronet, Farm 
Journal, Good Housekeeping, 
Guide for the Bride, Holiday, 


Universal to Use 


radio industry, through the press 


tions operators for the steel indus- 
try, was bombarded with news 
stories in behalf of the steel in- 
dustry.” 


Baldwin-Hill to Eldridge Inc. 
Eldridge Inc., Trenton, has been 


: appointed to handle advertising 
House & Garden, House Beautiful, | for Baldwin-Hill Co., Trenton, 


Ladies’ Home Journal, Life, Look, | ; ; 

‘ - » ’ *|maker of industrial insulation 
McCall’s, Quick, Sunset, The Sat-| products and rockwool home in- 
urday Evening Post, Woman’s Day | sulation. O. S. Tyson & Co., New 
and Woman’s Home Companion. | York, is the previous agency. 


® The four promotions include 
drives for the Coffeematic coffee- 
maker, the Cook-a-Matic (waffle 
iron and sandwich grill), electric 
blankets (“Slumber Party Jam- 
boree”), and for Universal’s entire 
line (Christmas gift buying). 
Coffeematic, “the most adver-| 
tised coffeemaker in the nation,” 
will strengthen its position for the | 
8th straight year vith magazine 
ads and point of sale tie-in pro- 


a ep General Electric Company 


told in a visualizer entitled “It | 
Took 1,600 Years,” gives the deal- | 
er the story of the inner construc- | 
tion of the Coffeematic through | 
full-color transparencies. Many 
dealers will serve Coffeematic cof- | 
fee to customers. Local newspaper | 
ads, radio and TV spots will tie in| 
with the national campaign. | 
| 

® Cook-a-Matic, the companion | 
piece to the Coffeematic, will be | 
featured with Elsa Maxwell. The. 
campaign will show the hostess 
using the combination waffle iron 
and sandwich grill in national ads | 
and a four-color display reprinted 
from Holiday. Consumers will get 
a book called “Elsa Maxwell’s En- 
tertaining Hints” free at retail 
stores. 
Dealers may participate in the} 
drive by buying two Cook-a-Mat- | 
ics, for which they will receive the | 
display cards and copies of 
“Hints.” They will also be eligible 
to take part in a Coronet window | 
display contest sponsored by the! 
magazine. 
The Slumber Party Jamboree | 
will be aimed at the fall and. 
Christmas electric blanket market. 
Two big ads tied in with Uni-| 
versal’s Life ad will appear in| 
newspapers in 170 key markets. 
Dealers’ names will be listed in the 
two ads. | 


s For Christmas gift buying, Uni- 
versal’s entire line of electric | 
housewares will be featured, be- | 
ginning with a four-color spread 
in the Dec. 16 Look. The theme 
will be: “For a merrier Christmas | 
all through the house.” A multi-| 
color “gift house” display will be | 
used at the local level. 

Dealers may get the display free | 
with every $175 worth of mer- | 
: chandise bought from Universal. 
ae: The display measures 57” from) 

: base to chimney top and has a 

. 32”x16” table top which holds the | 

Z entire Universal line. 

y Goold & Tierney, New York, is 

the agency. 
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| Craftint Issues Color Book 


paid for each and every one of the} 
advertisements. Contrariwise, the} 


service” as well as by public rela- | 


Craftint Mfg. Co., Cleveland, has 
issued a booklet which describes a 
“new, speedy, economical method” 
for producing four-color plates. 
The printing company claims the 
process permits “virtually un- 
limited use of color in all types of 
printed copy, with savings of up 
to 50% on four-color plates.” Free 
copies of the booklet may be had 
by writing the company at 1615 
Collamer Ave., Cleveland 10. 


Cocktfield, Brown Nets 
Less than 1%, Not 10% 

In reporting the story of the rise 
of Cockfield, Brown & Co. Ltd. to 


first place among Canadian agen-| 


cies (AA, July 7), a typographical 
error placed the agency’s earnings 
at “less than 10% on gross bill- 
ings.” 

It should have read, “less than 
1% on gross billings.” 


Latzer Heads Pet Milk Co. 
Robert L. Latzer has been elec- 
ted president of Pet Milk Co., St. 
Louis, succeeding his brother, the 
late John A. Latzer. Mr. Latzer has 


, Greenwood Joins Wettstein 


Walter P. Greenwood, formerly 
advertising manager for Consoli- 
dated Machinery & Supply Co., 
Los Angeles, has joined the sales 
staff of Bob Wettstein, publishers’ 
representative. Mr. Greenwood will 
act as Los Angeles manager of the 


processing group of publications, 
handled by the Wettstein organi-| 


zation. 


Smith Leaves Meredith 


Larry Smith, director of produc-_ 
'tion for Meredith Publishing Co.,) 


Des Moines, la. (Better Homes & 
Gardens and Successful Farming), 
has retired after 33 years with the 
company. 


DB 4000 Declers 
eye 

D 10 Millien 
Persons, 


DEALER 


D Blanket coverage retoil lumber, 
building moterial and coal deolers” 
NORTHWEST publicetion covers 
Minnesota, Wisconsin, North and 
| Dokote 


1OWA publication covers lowe. 
Z 1013 Fourth Ave. Se., Minneepells 4, Minn, 
} 


Specialists 


The 


Announces 


The Appointment of 


HE HENRY I. CHRISTAL CO. 


New York, Chicago 
as 


for 


/ 


Radio Station 
WGY 


Effective August 1, 1952 


in SILK SCREEN PRINTING 


INCORPORATED 


BOX 2017 TULSA, OKLAHOMA 


National Sales Representative 
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This man is Herbert S. Fox, a 
vice president of this advertising 
agency. One of his jobs is creating 
ads for The Texas Company. 

He knows he can do it better if 
he spends a week or so each year 
behind the pump... where he can 
talk informally to the people he is 


The man from Cunningham & Walsh 


trying to sell with words the rest 
of the year. 

This is a fixed policy in our ad- 
vertising agency: The men behind 
the pencils regularly get behind 
the counters. 

Cunningham & Walsh, Inc., 260 
Madison Ave., New York 16, N.Y. 


Meet Mark Mitchell of our ad- 
vertising agency. He creates copy 
for Northwest Airlines and Cook’s 
Tours. That’s why he’s working in 
a travel office. 

He feels that he can’t write ad- 
vertising copy that sells unless he 
knows what clinches the sale at 
the point of sale. And that the only 


The man from Cunningham & Walsh 


way to find out is to go out and 
talk to the customers yourself... 
not as an adman but as a salesman. 
It is a fixed policy in this agency 
that anyone who creates advertis- 
ing must work at the retail level 
at least one full week a year. 
Cunningham & Walsh, Inc., 260 
Madison Ave., New York 16, N.Y. 


“The man from Cunningham & Walsh’’ 


Meet a few of them as they appeared recently in the New York Newspapers 


The man from Cunningham & Walsh 


Meet Cy Biscardi, a writer in 
our advertising agency. Why is he 
selling Murray Kitchens? That’s 
his job. He usually sells them 
through advertising but, at least 
once a year, he gets out and sells 
them at the point of sale. 

He knows you can’t sell any 
product in advertising unless you 


know what sells it in the store. 
As far as we know, we are the 
only agency to make regular retail 
work a fixed policy. Our creative 
men get their feet off their desks 
and stand behind a retail counter 
at least one full week a year. 
Cunningham & Walsh, Inc., 260 
Madison Ave., New York 16, N.Y. 


The man from Cunningham & Walsh 


This man is Robert R. Newell, a 
vice president and director of our 
advertising agency. Yes, he is 
really working in a food store. 
Why? It’s part of his job as officer 
in charge of the Sunshine account. 

He feels, as we all do, that we 
can’t create advertising that selis 
if we don’t know what sells the 
product at the point of sale. 


That’s why we have a fixed pol- 
icy that all creative people must 
work one full week a year in the 
retail field. 

Their written reports from the 
field contain a wealth of selling in- 
formation. Perhaps your business 
could profit by this extra service. 

Cunningham & Walsh, Inc., 260 
Madison Ave., New York 16, N.Y. 
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